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ROLL construction is the basis of the 
= . . 
automatic safety which only the 


Horton Auto-Safe wringer provides. Remem- 

ber, this is the only wringer on the market 
with a safety feature which does not require any 
action by the operator. With two of its four rolls 
under gentle pressure, and the automatic overload 
release, the Auto-Safe makes a wringer accident 
virtually impossible. 

Compactly designed, engineered to finest preci- 
sion, manufactured to Horton’s high quality stand- 
ards, enclosed in a cast aluminum housing—the 
4-roll Auto-Safe enables the most compelling sales 
demonstration in all washing machine history. 

This sales bringing feature is available only on 
the Horton. For all the facts about the complete 
Horton line and proposition to dealers, ask your 
jobber, or write 
HORTON MANUFACTURING COMPANY 
302 FRY STREET - FORT WAYNE, INDIANA 


HORTON 


FOUR / ROLL 
Auto Sate Wringer 


A GOOD NAME FOR 63 YEARS 
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RTHUR F. HEARL of the 
Metropolitan Electrical Supply 
Co., Chicago, is the new secretary of 
the National Electrical Credit Asso- 
ciation, succeeding Col. Frederic A. 
Lind whose law activities in the firm 
of Vose & Lind make it impossible 
for him to carry on the work... 
The 36th annual meeting of NECA 
is set for July 19th and 20th at Chi- 
cago... 

Frank W. Smith, president of the 
New York Edison Company System, 
is honorary chairman of the National 
Electrical Exposition to be held at 
Madison Square Garden again in 
1934 . . . Earl Whitehorne of the 
McGraw-Hill Publishing Company is 
chairman and D. W. May is vice- 
chairman. 

J. C. Warner is the new vice presi- 
dent and general manager of RCA- 
Radiotron Co. and E. T. Cunning- 
ham, Inc., according to Mr. E. T. 
Cunningham. 

Marshall Adams, former sales pro- 
motion manager for Westinghouse, 
has joined the American Radiator 
Company as sales promotion man- 
ts o> 

Millard J. Roberts has been ap- 
pointed general sales manager and 
vice president of the Timken Silent 
Automatic Company, oil burner 
manufacturers. He succeeds E. J. 
Walsh, resigned. 





BLAME IT ON THE 
WEATHER 


HE reason why this issue of 

Electrical Merchandising goes 
to press without the third arti- 
cle in G. E. Stedman’s impor- 
tant series on retraining salesmen 
is that the manuscript of this ar- 
ticle is lost or wandering some- 
where between Salt Lake City 
and New York. 

We are sorry to disappoint the 
large number of our readers who 
are benefiting by this very prac- 
tical help to better selling. 

We'll make up for it in April. 
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YOU KNOW THE PAST 


bil what about te FUTURE 





The Lighting Fixture business has been sick. 

It has been sicker than most businesses 
and sick longer. 

What’s wrong? Why should this impor- 
tant and fundamental industry be a “head- 
ache” to so many leading factors in the trade 
—a “problem” to otherwise successful busi- 
ness men? 

Is “hard times” the answer? No, we 
a do not believe it is the real answer. 
As every sound thinking man in the Lighting 
Fixture business knows, the real trouble lies 
deeper than the passing pains of depression. 


True, there has been little or no new build- 


ing for four long years. True, also, that new 


NOTE: Chase is not a newcomer to the Lighting Fixture 


business. Since the days of Bunsen burners and gas fix- 


of the Lighting Fixture Business? 


tures, Chase has been active and closely interested in the 
Lighting Fixture industry. For the past five years Chase 
has been making periodical surveys of the Lighting Fixture 
business — interviewing thousands of wholesalers, dealers, 
contractors, architects and home owners—learning what 
is wrong, needed, wanted. The following message is based 
on facts for which Chase is indebted to you and others in 


| 
| 
| 
a the industry who have contributed to our studies. 







construction is the very life blood of sales 
volume in the fixture business. 
P But if the thousands of straight- 
cwase thinking men in the business with 
whom we have talked are not mistaken, the 
Lighting Fixture business has long suffered 
from internal conditions which hard times 
have only aggravated. In plain language, the 
Lighting Fixture business suffers from de- 
structive price cutting, overlapping compe- 
tition, design piracy, etc.—all preventing 
profitable growth of the industry. These 
things cannot be cured by easily given, eas- 
ily broken promises and the continuation 


of unsound policies and unfair practices. 
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What then about the future of the Lighting 
Fixture business? 

Chase believes in it! 

Chase believes that, given a new viewpoint 
and a new lease on life, there is a real future 
and great opportunity in the Lighting Fixture 
business. 

- Chase believes in the future of the 
P. Lighting Fixture business provided 
those policies which are essential to the 
building of a sound, profitable and lasting 


business become the foundation on which a 


new Lighting Fixture industry is raised. 
. * * 7 


Chase believes that the Lighting Fixture trade 
needs and will welcome a policy of distribu- 
tion that is a policy of protection —not ex- 
ploitation. 

Chase believes in fair prices and full profits, 
and in the strict maintenance of both, for the 
benefit and protection of the Lighting Fixture 
trade, the public, the manufacturer. 

Chase believes in the inherent good taste of 
the American public—believes it prefers and 
will enthusiastically purchase Lighting 


Fixtures of pure design, authentically 
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styled and at reasonable consumer prices. 

Chase believes in and respects creative 
designing as well as the trade rights which 
emanate from such designs. 

Chase believes in the sound judgment of 
the worthwhile home owner—believes he 
prefers money’s-worth quality in lighting fix- 
tures to dubious discount “bargains”. 

Chase believes the manufacturer should 
support and not compete with his customers 
—and therefore in a trade merchandising 
policy of constructive, helpful cooperation as 
opposed to destructive competition. 

Chase believes in the value of educational 
national advertising of Lighting Fixtures to 
the American public to the end that home 
owners will have increased faith in the in- 
dustry, its policies, prices and products. 
Pp: Chase believes there is a need in 

cuase the Lighting Fixture industry for a 
new viewpoint — for a new and better way of 
doing business; new merchandise, new pol- 
icies, new methods, new ideas—and ideals. 

Chase believes that where there is a real 
need there is a great opportunity—that usu- 

ally when the need for anything is great 


enough, that need is met. 


CHASE BRASS & COPPER CO. 


*" INCORPORATED: 


WATERBURY 


CONNECTICUT 
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The right payment plan 
puts the sale on ice 


It isn’t so hard to make people 


want electrical refrigeration. 


Every housewife knows its advan- 
tages — envies the neighbor who 
has it. 


She will buy if her budget will let 
her. She will buy your refrigerator 
if you offer her the best available 


time payment service. 


utation of the company guaran- 
tees confidence ... fair and 
square treatment to customers as 
well as dealers . . . prompt re- 
mittances . . . thorough credit 
investigation . . . a collection 
system that collects without loss 


of good-will. 


There are 125 Commercial Credit 
offices in the principal cities. 
Write or phone 








That is the service 


the nearest one— 


offered by Com- 
Credit 
Company to the 


mercial 


electric refrigera- 


tion dealer. 


The national rep- 








Commercial Credit Service 


Commercial Credit Company pur- 
chases open accounts receivable, 
notes, and instalment lien obliga- 
tions from responsible Manufac- 
turers, Distributers and Dealers. 
Financing plans are provided to 
cover the time payment sale of auto- 
mobiles, refrigerators, oil burners, 
machinery and equipment, air con- 
ditioning units, heating plants, store 
and office fixtures, boats, and a 
score of other such broad classifica- 
tions, including hundreds of indi- 
vidual products. The service is na- 
tional in scope, yet completely local 
through one hundred and twenty- 
five offices located in the principal 
cities of the United States and 
Canada. 

















or write direct to 
headquarters — 
for full details of 
the service. No 
obligation on 
your part. Do 
it today. 
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COMMERCIAL CREDIT COMPANY 
COMMERCIAL BANKERS 
HEADQUARTERS 





BALTIMORE 
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APPLIANCE DEALER THUSIASTIC ABOUT NEW 








No wonder last month’s announcement of 
the new Delco Heat Boiler shattered all-time 
inquiry records from appliance dealers. 

For here is everything your prospects want 
in economical, automatic heat. Here is every- 
thing you need to capitalize on the tremen- 
dously increased demand for this modern 
home convenience. 

You know the market is ready and wait- 
ing. You know the product name “Delco” is 
internationally recognized for quality and 
value. And now you can have a completely 
harmonized Delco Heat Boiler that’s easier 
to sell and as simple to install as practically 
any major appliance item you are handling. 

Just look at the picture...can you im- 
agine this attractive cabinet actually is a 
heating unit? But it’s much more than that. 
It provides absolutely dependable heat auto- 
matically. It supplies hot water winter and 
summer at amazingly low cost. It provides 
more heat in the home out of every drop of 
oil burned. It burns the cheapest grade of 
domestic fuel oil it is possible to buy. Thor- 
ough tests in scores of homes have proved 
this new Delco Heat Boiler cuts fuel costs 
as much as 50%. 

Here is the new, ideal profit opportunity 
for appliance dealers. The Delco Heat Boiler 
is a fast seller... fits perfectly into your 
present selling activities. If you haven't 


SIMPLIFIED DELCO HEAT OIL BURNER te oer ee eee 


plete details on the new Delco Heat Boiler 
Hundreds of appliance dealers have found the Delco Heat Oil Burner a and full information on the profitable Delco 
fast selling, profitable item. Its simplified design, high heating efficiency ‘ 
and low cost make every home owner a prospect. Heat franchise. 
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DELCO APPLIANCE CORPORATION 


Subsidiary of General Motors, 
Dept. 0-28, Rochester, N. Y. 
Please send complete details on the new Delco 
Heat Boiler and the profit-making opportunity 
eg al y | of the Delco Heat franchise. 


ho) A GENERAL MOTORS VALUE 
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THE VOSS 3 four 


means Genter Chuofits for 
VOSS DEALERS 


The VOSS 3-Point Sales Program is increasing the 
profits of every dealer who sells VOSS Washers. 
Read the three points listed below and you will realize 
why the washer department is proving the most 
profitable for many retailers. Here’s what O. F. 
Bammel, of Bammel Furniture Co., Fort Atkinson, 
Wisconsin, writes about their VOSS Washer Depart- 
ment: “. . . considering the low cost of our advertis- 
ing and selling expense, it has proven to be the most 
profitable department in our organization ...” Line 
up with VOSS and reap the full benefits of this sales- 
producing, 3-Point Program. 


VOSS 3 Point Program Means. . 


. / All VOSS Models, regardless of price, have an 





exclusive sales feature—(the Hand-Washing 
Method) which makes the VOSS stand ahead of 
all competition in the low-priced field. 


p Stepping up is not a problem with the VOSS. 
2 Women gladly buy the highest priced VOSS for 
its low operating cost, and in order to secure the 
protection of the electrically controlled Safety 
Guard Wringer which virtually prevents washer 
accidents. 


3 VOSS furnishes dealers a tested sales program 








which is certain to bring buyers into the dealer’s 
store. A demonstration of the many VOSS fea- 
tures will turn prospects into customers. 


MODELS HIGHER IN SOUTH AND WEST 


A MODEL TO RETAIL AS LOW AS $49 95 
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WOMEN PREFER THE VOSS (gee 


Every VOSS Washer, regardless of price, has the exclusive floating 

agitator which duplicates the hand-washing method. Even the most 

delicate clothes and fine fabrics can be washed in the VOSS—because 

the VOSS floating agitator does all the washing at the top of the tub 

in the rich, active suds. All dirt drops quickly to the bottom, out of 

the way, instead of being ground through the fabrics again and again. e- ees ae 

Clothes come out clean and fluffy and they last longer. These are ™ — a , 
but a few of the reasons why women prefer the VOSS. Vos Voss, waphe tn Lhe buds al the lop. 


WRITE TODAY FOR FULL 
INFORMATION ABOUT A VOSS FRANCHISE 


Write today and we will send you full details about the VOSS 
Dealer’s Franchise, if it is available in your own community. It is 
a Franchise which makes it possible for you to sell washers on a 
really profitable basis. Act now—and profit by the VOSS 3-Point 
Sales Program. 
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dint falls lo the bottom - 
VOSS BROS.MFG.CO. 


DAVENPORT. 10OWA 
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WE OFFER 
OF THE 


The popularity of Automatic Oil Heating 
increases each year. And the power and 
reputation of the name Timken runs neck 
and neck with this steady increase. For 


que’ der” for many years, 
has We confideme jillions. All 
the pioneering is dd ha Timken “Titeen. 
of automatic oil heating is well soft ow 
the fruit of this rich and almost untouched 


market is ready for the harvest. 


The market for many of the appliances 
upon which you now depend has reached 
a much higher saturation point than Oil 
Heating equipment. Sales franchises now 
offered for the first time in many territories 
open the door to new activities and profits 
for you as a Timken Dealer. 


Here is your opportunity to add a young 
line —with an old, established, magnetic 
selling name. It’s the logical line for any 
aggressive electrical merchant to carry. 


; "7% +‘ Time moves swiftly. So act promptly. Send 

oe ¢ the telegram on the opposite page at once 
eg —collect—for complete details of what the 
ie , ) Timken plan means to you and your business. 


e NOTE: THE OIL BURNER SATURATION POINT {S ONLY 3.7% 


TIMKEN 
OIL HEATING 


THE LEADER IN SALES AND QUALITY 
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THE BIG OPPORTUNITY 
APPLIANCE INDUSTRY 


to men with that 


If you are that kind of man — send 
this telegram to us at once — Collect 


NRA No need to call a boy. Just reach 
for your phone and telephone the 
4 message to nearest telegraph office 


AT THE LOWEST PRICES IN HISTORY 
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ABC has always built 
Superior merchandise 


e e e this year its better 
than ever 


e e e an insiant sensation ¢ 











ABC is singularly outstanding in the en- 
tire industry as creators of superior mer- 
chandise. Progressively, each year, for 
25 years, ABC washers have always 
been in the forefront for mechanical pre- 
cision, unequalled quality, unapproach- 
able styling. Right along there has 
been that something about the ABC 
product that scored instant recognition of 
salability among dealers, and an imme- 
diate appreciation of out- 











Model 66 — the 

washer a million 

housewives ac- 
claimed. 











coast. Their products cannot be otherwise than 
the last word in perfection. That's the price of 
leadership — and that leadership will be main- 
tained, we promise you. 


Superior as the ABC line has always been and 


not withstanding its remarkable success of last 
year, the 1934 contribution stands out as the 


greatest of all ABC achievements. 





standing value among con- 
sumers. 


ABC has built an enviable reputa- 
tion for leadership from coast to 





ABC 


With the advent of these new 1934 
Models, ABC lives up to—yes, far 
exceeds its reputation as builders 








of the most complete and rounded 
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out line of washers and ironers ever conceived— 
even surpassing all previous efforts. 


Where can you match merchandise like this? 
Does your present line embrace Fingertip Con- 
trol?, a Spinner?, “French-type” Agitator?, Pat- 
ented Touch Release Wringer?, Corrugated Tubs? 
—Eye Appeal Styling?, Never Faltering Perform- 
ance?, Extra Profit Opportunity? . . . ABC offers 
YOU all these advantages and more. 


Now consider the four-square dealer policy that 
characterizes ABC as a good house to deal with, 
an organization that knows what dealers want 
and that gives it to them. Long ago ABC laid 
down its policy and strictly adhered to it. It is 
unique in that it doesn’t waver, falter and change 
its course—leaving dealers in a haze. There is no 
indecision in the ABC method of doing business, 
the success of its dealers is paramount—that's the 
policy, yesterday, today and tomorrow. 


ABC wouldn't and didn’t “jockey” prices “up” 
and “down” to its gain and your detriment. ABC 
wouldn't and didn’t run “Special Sales” all over 








ABC Model 56 
—a new Fingertip 
Control washer at 

moderate price. ABC Model 36 


—lower priced 
washer with ABC 
patented touch re- 


Immediately u pon inspecting lease wringer. 
the new 1934 ABC’s you'll say: 
“That's something I've been ABC Roll- 


about Ironer 


looking for.” You can see the Model Z 
complete line any time, any- S4!""* 3t >" 


where — wire when and where. history. 


ABC ABC DeLuxe 


Model ZA 


SILVER ANNIVERSARY YEAR New convert. 


—a quarter Century of Progress type, table top 


ironer. 


ALTORFER BROS. COMPANY 
(Est. 1909) PEORIA, ILLINOIS 

















the country, cut under your established resale 
figures, only to demoralize confidence among 
prospective buyers. ABC never has and never 
will force you to “load up” with more than you 
can sell. ABC wouldn't give you an unbalanced 
line with the consequent loss of sales. ABC 
wouldn’t offer you “just another” line but rather 
MERCHANDISE THAT SELLS, STAYS SOLD AND 
THAT LEAVES A REAL “NET” FOR YOU. 


How well ABC business principles have suc- 
ceeded is best proven by the fact that this organ- 
ization has grown year by year in remarkable 
proportions—1933 was its biggest year and 1934 
will be even greater. 


All over the country dealers are standardizing on 
ABC’s because the new 1934 “Step-Down” Line is 
doing a real job—making EXTRA profits for them. 
New ironer and washer models have been added. 
Right thru the line down to the lowest priced 
washer, numerous new features and advantages 
have been incorporated—pre-eminent sales points 
have been added that your competitors can’t talk 
away. The new line was an instant, brilliant 
success—so outstanding that dealers everywhere 
sensed in it an exceptional and unparalleled 
opportunity to make some real money. 





Heavy duty 

ABC wringer 

— lowest price 
in history. 
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HE Duozone Unit with its two 

separate refrigerating coils, is the 
greatest single selling feature any re- 
frigerator dealer ever had. It breaks 
down sales resistance — gives you a 
sales story that sells! 


Your customers want Duozone “Dual 
Refrigeration”. They want its super- 
speed freezing of ice cubes and 
desserts — its safe, lasting protec- 
tion for perishable foods without 
danger of excessive chilling or of 


freezing them. 


They get that kind of refrigeration 
only in Wurlitzer-Mohawk Duozone. 


If a selling point like Duozone inter- 
ests you—if you want a refrigerator 
line that’s a selling line — backed by 
an institution with a record of over 
78 years of continuous, successful 
manufacturing — if you want longer 
discounts that mean bigger profits— 
then send for the complete Wurlitzer- 
Mohawk Duozone story—and details 
on the liberal money-making fran- 
chise. Write, wire or mail the coupon 


TODAY! 


THE RUDOLPH WURLITZER 
MANUFACTURING COMPANY 
North Tonawanda, New York 


a ap a) 
4 DUOZONE MEANS— 


Longer, Safer Storage of Food 


Maintains Moisture Content in Food 
Compartment 


No Excessive Chilling or Destruction 


of Food. 
Ice Cubes Frozen in less than an Hour 














A PEACH and a 


have nothing in CO? 


That’s why 
they’re SOLD 


when they're told about 


itley se}, |= 


ONE COIL 
FOR COOL- 
ING THE FOOD 
COMPART- 
MENT 


ONE COIL 
FOR FREEZ- 
ING ICE AND 
DESSERTS 





NOT JUST si 
ONE COIL (igi: 


Tilustrated is just one of 


DUOZONE Refrigera- 
tor line. 





The Rudolph Wurlitzer Manufacturing Co., 
North Tonawanda, N. Y. 


Send me at once complete details on the Wurlitzer Mohawk 
Proposition for 1934! 
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Perhaps you have never realized what tremendous 
sales possibilities the classified telephone directory 
offers you. More than 85% of all telephone sub- 
scribers — a recent Bell System Survey reveals — use 
the “yellow pages” to help them with their buying. 

This vast army of buyers use the classified to locate 
nearby dealers for the many things they want, to locate 
authorized representatives for advertised products. 

Are you taking full advantage of this sales oppor- 
tunity? In addition to your present representation in 
the classified, are you also listed under the Trade Mark 
headings of the advertised brands you carry? 

Trade Mark Service—also referred to as “Where 
to Buy It”—is valuable in that it definitely links you 


CLASSIFIED TELEPHONE DIRECTORY 
Radio Service -(Cont’d) Radi 
ELDER & CAREY ELEC CO 
STROMBERG-CARLSON 
RADI os 
Sales and Service 
DA exsl-0464 





_WA rrisee-3011 


poo JE etor-b0S7 


152 Mine 
bg. .MA tn-3992 


1441 
asi cere | Radio Tubes 


—.* 


MERCHANDISING 


W CUSTOMERS FOR YOU 
| . Lhrougs dG classified 


i 


telephone book 


with the manufacturer’s advertising. Prospects who 
want that brand simply look for the manufacturer’s 
trade name in the classified telephone book and are 
directed to your store. In many cases the manufac- 
turer’s advertising specifically refers prospects to the 
classified directory. 

This service costs you only a few cents a day. Many 
manufacturers provide the heading on request; thus 
you pay only for your own name, address and tele- 
phone number. 

See that you are adequately represented 
in the next edition of the classified directory. 

Just call your local telephone company and 
ask for the Directory Representative. 


_ HONE DIRECTORY __ 


CLASSIFIED TELEP Railrc 


Radios-Cont’d 
srnempenc-can.son RADIOS 
a meuet nastics SmrombentCarison 
. w fes finer 
MA tn-b500 the ogan Ther toon Oe = 
me 


ad teas seed aa ee Oe 
, on 

- uWHERE To BUY 1T” 
AUTHORIZED DEALERS 


Leech cter-b200 
patie sunen & CAREY ELES GP. om exei-08h4 





— 


ig. V1 ctor-2628 


@ TRADE MARK SERVICE (“Where to Buy It”). Manufacturer provides trade mark heading. Authorized 
dealers list their names below. @ INFORMATIONAL LISTING. A one-inch space in the listing column. 
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Suspended-Type Cooling 
Unit—for Summer use. 
Compact, efficient, pow- 
erful. To be suspended 
from the ceiling or con- 
nected to wall ducts. 


Supended-Type Comfort Unit—for 
all-season, heavy-duty Air Condi- 
tioning. To be suspended from the 
ceiling or connected to wall ducts. 


Refrigerating Machine Unit—one 
of the big multiple-ton models de- 
veloped for Air Conditioning. Other 
units for every fractional-ton need. 


Water Cooler—one of the efficient, 
self-contained models. Available in 
a wide variety of finishes, capacities 
and outlet fixtures. 
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SWIFTLY, surely —Servel is taking the 
lead in Air Conditioning. 


Why? Because Servel has actually 
matched the potentialities of this fastest- 
growing new giant industry with ad- 
vanced equipment for every need. Be- 
cause Servel’s aggressive sales program 
assures volume and profits for those men 
who get into Air Conditioning now. 


Look at the line! Floor and ceiling 
comfort units for year-round use! Self- 
contained room coolers! Massive new 7- 


ton and 10-ton compressor units! 


Plus —the world’s foremost Commer- 
cial Refrigeration equipment, with a 
market already established in your local 
territory. machines for 
every capacity! Humidraft chilling units 
for triple-controlled refrigeration! Self- 


Refrigerating 


contained milk coolers! Water coolers! 
Beer bars! 


Here’s the line that’s destined to make 
Air Conditioning history. Distributor and 
dealer franchises are still available in 
some cities. Wire or write today for de- 
tails. Servel Sales, Inc., Evansville, Ind. 


* True Air Conditioning does many things 

. cools and dehumidifies in Summer . . . 

heats and humidifies in Winter . . . circu- 

lates, filters, ventilates the year ‘round. 

Servel Air Conditioning is true, complete 
Air Conditioning. 


oti Conditios ung 


AND COMMERCIAL REFRIGERATION 
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Self-Contained Cooling 

init—for Summer use. 
This “package job” can 
be insta anywhere 
with ease, and re 
during Winter. 


Floor-Type Comfort Unit—for the 
year-round control of the tempera- 
ture, humidity, cleanliness, volume 
and distribution of air. 


gee 


Self-Contained Milk Cooler—com- 
plete with refrigerating macl:ine 
unit and cabinet. A low-priced 
feature for dairy territories. 


Self-Contained Draft Beer Bar— 
complete with refrigerating ma- 
chine unit. Also compact bar in- 
serts for modernizing old fixtures. 
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What every merehant should know 




















HOUSANDS of merchants who feature products adver- 

tised in Toe AMERICAN WEEKLY find it easier to pay the 
rent; they are wide-awake and progressive. They know, for 
instance, that THe AMERICAN WEEKLY, read by more than 
5,000,000 families, is the most powerful advertising salesman 
in the world. Many of these families live in YOUR trading 
area and can be made YOUR customers, if you feature the 


merchandise they see advertised in Tuk AMERICAN WEEKLY. 














The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 529 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 68% of its 
circulation. 


In each of 93 cities, it reaches one out of every two families 
In 110 more cities, 40 to 50% of the families 

In an additional 157 cities, 30 to 40% 

In another 169 cities, 20 to 30% 


-.. and, in addition, more than 1,680,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


“The National Magazine with Local Influence’”’ 
Main Office: 959 Eighth Avenue, New York City 
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% 
| read in a book 


o . G 
O nN sell ng a long time ago, that a salesman Le. vy) upon 


receiving an order should thank his customer. Therefore, this open letter (NS to THOR distributors, 


dealers, department store and utility customers. I want to thank publicly every individual RS) 
xa 


SHS 


FG FX 
in the THOR selling organization for the mutual success enjoyed during 1933. fg Now, let’s take 
ah 


A.A} (oO ‘ : ee steed hah ‘ 

a look at 1934. (\A0) I see momentum SX gathering that, from every indication, will 
49) 7 SO 
~*~ 


\ 


establish a new, all-time THOR sales record. We have already played some of our cards. Ay 


RIGIDSPAN CHASSIS on the new 1934 line is of the order of KNEE ACTION WHEELS. 


We have added the famous THOR SUPER-AGITATOR to every machine in the 1934 line. 


We have designed a new and modern beauty into every model. We have priced this new line 


sensationally. We have a line of Ironers 8 and a new way of selling them that will get the 


4 
= 


iS 


ironer industry (y over its inferiority complex in a hurry. AND LAST BUT NOT LEAST, we have 
\ 
oS} 
a few tricks up our sleeve 2.00% that will crack both the ironer and washer industries wide open, 
WN 
oH AZ 
within 90 days. \36\ So look toward N a big THOR year because THOR intends to do a lot of 


leading in 1934, thanks to a real line of merchandise and a selling organization that knows how to sell it. 


PRESIDENT 


HURLEY MACHINE COMPANY, CHICAGO 





She i 1s saying to your customers 


“YOU RE INVITED” 


" KELVINATOR’S | 
QOu, 
4 Birthday Party < 











All America ts being asked to inspect 


KELVINATORS 


GREATEST ACHIEVEMENT! 


NEWSPAPERS WILL BRING THEM IN! 


From coast to coast, local papers will carry attractive invitations de- 

signed to bring everyone interested in electric refrigeration into the 

showrooms of Kelvinator dealers to attend Kelvinator’s 20th Birth- 

‘day Party. This series of advertisements is the opening gun of 

the largest newspaper campaign in Kelvinator’s 20 years in the 

electric refrigeration industry. And this newspaper advertising ties 

Sarees | the dealer in with Kelvinator’s extensive national campaign currently 
--Kelvinator ~ | appearing in the leading magazines. It pays to be a Kelvinator dealer. 








OUTDOOR POSTERS WILL BRING THEM IN! 


TIMUR C RES Mtieeee §=From billboards all over the country, this striking 


Z 


poster will direct the American public to the near- 

> =a Jee the est Kelvinator dealer. People are going to be con- 
WUE § scious that Kelvinator is doing things and that 

ae Ae a A Ota Kelvinator dealers are deserving of patronage. 


More than ever the Kelvinator franchise is going 
ae 
Tas hat. 


to bring distinction and profit to Kelvinator dealers. 


WINDOW DISPLAYS WILL BRING THEM IN! 


Kelvinator dealers’ windows everywhere will flash out the Birthday , R 
Party invitation to passersby. These striking and beautiful window . @ ¥ 
materials have been carefully worked out by Kelvinator for window if 
and floor display. Just another step in helping the Kelvinator dealer Tow 
cash in on a Great Event—another example of the extent to which ; 
Kelvinator has gone to do everything possible to make the Kelvin- 


ator dealer the leading electric refrigeration dealer in his community. 


DIRECT MAIL WILL BRING THEM IN! 


Kelvinator dealers will go direct to their prospects with attractive 
mailing pieces inviting them to attend the 20th Anniversary Birthday 
Party. And will they come when they read about the many interesting 
and entertaining phases of the party! One of the unusual features of 
this campaign is that it represents a complete follow-up plan for the 
salesman and an effective sales control for the dealer. Nothing has been 
forgotten to give the Kelvinator dealer a great year’s business in 1934. 





a 





& 
+ 


The 20th Anniversary line is the finest line in 
Kelvinator history. Never have there been so many 
nor such outstanding features—features which 
make Kelvinator the most salable electric refrig- 
erator on the market—bar none. 


Below is illustrated one of the 20th Anniversary 
DeLuxe models. Have you ever seen a more 
autiful electric refrigerator? 


Combined with this beauty of design is the ut- 
most in utility. Here, 
for the first time, is 
an electric refrigera- 
tor with a place for 
everything —a feature 
that will have an 
irresistible appeal to 


The Kelvin Crisper every woman. 





On the bottom shelf is the 
new Kelvinator Food File, 
with its three compartments— 
one for dairy products, one 
for fresh vegetables and one 
for left-overs. On the next 
shelf is the new porcelain 
Pastry Set with the refrigerated 


rolling pin. And on the sec- The Frost Chest 


ond shelf from the 
top is the Kelvina- 
tor Water Pitcher. 
“4 refrigerators 
in 1’’—and all 
fully automatic—is 


Refrigerated Pastry Set another exclusive 





Kelvinator feature that gives Kelvinator dealers 
a decided advantage. 


There are 16 beautiful models in the 20th Anni- 
versary line—a model for every size home and 
every size budget—which means that every pros- 
pect for an electric refrigerator in your territory 


is a KELVINATOR PROSPECT. 


Behind this beautiful new line is the broadest 
advertising and sales 
promotion effort in 
Kelvinator history 
— which assures 
another record- 
breaking year for 
Kelvinator dealers 


in 19 34. World's Fastest Freezing Speed 























Kelvinator’s Birthday Party 1s but one 
of many plans developed for you 


and fitted to your 
particular business 


Glance over the headings of these complete Kelvinator 
Leadership Plans and think what it means to a business to 
have such wholehearted cooperation from the manufac- 
turer. These are not the kind of cut-and-dried plans that 
are often shoved at the dealer with a take it or leave it 
attitude. Kelvinator comes through on every aspect of the 
Leadership Plans and fits each effort and each event to the 
particular dealer's store and territory. If you, too, 4 


would be interested in such backing, use the coupon. 


wt be ove meat 


KELVINATOR CORPORATION 


14249 Plymouth Road, Detroit, Michigan 
O I am interested in the Kelvinator Leadership Plan. 


Individual epee ~~ 14249 Plymouth Road *« DETROIT, MICHIGAN 


Street & Number ao Choy... B—.. LITMOGRAPHED IN U.S.A 
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eke 
We Give You 


asa 
SPEED QUEEN 


Dealer 


= franchise for washing machines 
involves more than a mere consideration 
of features, prices, discounts, etc. It involves 
such important matters as who is the manufac- 
turer, what are its policies, what do present 
dealers think, has the manufacturer a sympa- 
thetic and intelligent dealer slant, is the con- 
cern stepping ahead or slipping back, what 
cooperation can I expect, etc. 

In the seven paragraphs to the right we have 
tried to give you a skeleton picture of what we 
have to offer in this respect and some of the 
things we stand for. However, there is much 
more to be said, and if you're interested in 
washing machines or ironers, we suggest you 
wire or write. 


BARLOW & SEELIG MFG. CO. 
Ripon, Wisconsin 
Manufacturers of Housebold Appliances Since 1908 


Above is shown the new 1934 model Simplex 
Ironer with porcelain table top cabinet 
cover. 


¥ 


WwW line of washers 
¢ give you a leading fig rapes 
curved bottom 


the chassis 
as ag Peng eile ae 
etc. 


We give you a balanced range of popularly priced 
models to meet any merchandising need, includin 
low price competition if necessary. Every model, 
regardless of price, allows you a liberal profit 
margin. 


We give you a line of machines built for servic 
as well as gd go ea gc feature 
the sake of “sales ." Our policy is the 
simplicity the fewer servicing problems. 


We give you what is ow the most important 
factor in any manufacturer-dealer relationship, and 
that is fair treatment. You, as a dealer, understand 
the many ramifications which this covers. 


We give you everything we possibly can in the way 
of “dealer ion,” including mats, electros, 


cooperation, 
lay si window trims, ested newspaper 
mag edie. ceadtendiclen ident, cox: 


We give you a broad and liberal interpretation of 
our guarantee so that you can stand solidly behind 
our products in order to assure your customers 
100% satisfaction and protect your reputation 


and goodwill. 


We give the well-known Simplex Ironer, 
i leader in the ironing machine field. 
hg alive: de ttux-tee tammaiia Sanaa. aan 
the Simplex gives you the most effective sales tool 
to capture this growing market. 
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CHECK 


and compare 
facts like these: 


The W unit 
requires no or at- 
tention. 


By actual test, the West- 
inghouse uses less current 
than oneordinary lamp bulb. 
. ° 


refriger- 
— yo 
im more than 40 


~ Westinghouse 
Refrigerators 





March, 1934 


ELECTRICAL MERCHANDISING 


6% to 40% greater owner LOYALTY! 8% to 20% greater owner SATIS- 
FACTION! That’s the lead enjoyed by the Westinghouse Refrigerator over 
all others, according to a nation-wide survey recently conducted. Just 
imagine what this can mean to YOU as a retailer! Investigate at once. 


Get the Facts... Send for the 
FRANCHISE COMPARISON CHART! 


@ Satisfied customers mean satisfied dealers 
...more sales, more profit, less service ex- 
pense. Now, through findings published after 
independent investigation, the Houser Asso- 
ciates of New York report Westinghouse 
owners the best-satisfied and most loyal group 
of refrigerator owners in the world! No wonder 
we say to refrigerator prospects — ‘“‘You’ll be 
happier with a Westinghouse.’”’ No wonder we 
say to dealers — “The Westinghouse Fran- 


EVERY 
WESTINGHOUSE 


MAIL 
COUPON 


chise is the most valuable in the industry.” 
Why not get the answers to every question 
in your mind about your 1934 refrigeration 
selling plans? The Franchise Comparison 
Chart gives complete details — enables you 
to compare the facts in the privacy of your 
own office...free from “selling pressure.” 
A copy will be sent you without cost or obli- 
gation. Simply drop us a line or mail the 
coupon below. Take this action now! 


HOUSE NEEDS 


for your 


free copy 


Westinghouse Electric & Mfg. Co., _ 
Refrigeration Div. (EM-3), Mansfield, O. 


Please send us a copy of the Franchise Comparison Chart, free 

















A merica is the tear-jerkers’ paradise. 
We are all eager and glad to weep for anybody, any 
time, on any subject. 


We have wept over the starving Armenians, the war 
orphans of France, the morons of Moscow, the dizzy 
Viennese—and our tears have been golden. They have 
cost us plenty. 


Recently we have turned our lachrymose attention to 
America. 


We have been weeping into our alphabet soup. 


Sitting miserably on the mourners’ bench we have read 
in our tear-jerking newspapers with anguish and grief 
of the graft in the CWA, of the wobbling of the NRA, 
of the bogging down of the RFC, of the futility of the 
HOLC and of the menace to the electrical industry of 
the TVA. “Omigawd!” we have wailed, “Is there no 
balm in Gilead?—and if so, who is dishing it out ?— 
and where is my share?—and how big is it going to 


>? 


be if and when I get it 


“THAT question, “How big is it going to be?” brings 
us abruptly to the nubbin of this advertisement. 


Electrical Merchandising believes that the share of 
every electrical manufacturer and every electrical mer- 
chant is going to be very much greater than is gen- 
erally appreciated. Also that it is going to be dis- 
tributed very much sooner than is generally expected. 
Why do we believe this? We base our judgment upon 
the facts underlying the following quotation from 


Electrical Merchandising 


By Frank B. Rae, Jr. 














AN ADVERTISEMENT 


FOR 


et’s Not 





Business Week (a McGraw-Hill publication) which 
was published in an issue of several weeks ago: 


“There is an outpouring of federal funds comparable 
only to the governmental spending that brought on the 
feverish business activity of the war years.**** In- 
creased purchasing power directly traceable to govern- 
mental spending will amount to $77.50 for every man, 
woman and child. It will be $387.50 per family.” 


Now, there are even yet almost 20 million residence 
meters connected to lighting circuits, which means 20 
million families which are participating directly or 
otherwise in the gravy being ladled out by the govern- 
ment, which means $7,750,000,000 allocated to kilo- 


watt consumers and appliance buyers. 
A tidy sum. 


Whether we get it or not depends pretty much on us. 
We will get it—or our share of it—if we go after it. 
We won't get it, nor any part of it, if we continue to 
respond to the tear-jerking gentry whose profitable 
job it has been to manipulate our tear ducts. We won't 
get it if we continue to lament over the sad state of 
the United States and persist in butting our heads 
against the Wailing Wall. For tears shed for America 
from now on are going to be very much more expen- 
sive than those we shed for foreign unfortunates in 
the days of our prosperity. 

How to get it?—this $7,750,000,000 of governmental 
pap? 


The procedure is simple. 





330 W. 42nd St., 
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Drown our Prosperity 


in | “EARS 


Tell the public what you have for sale and ask ’em to 
buy. That's all there is to it. There isn’t any more. 
Each month 
Electrical Merchandising is packed as tightly as space 


The process is called “sales promotion”. 


permits with hundreds of sales promotional ideas for 
the electrical merchant—ideas designed to aid him in 
profitable expansion of his business—greater volume— 
higher net. 


HESE ideas, and the practical experience on 

which they are based, are not restricted to the text 
pages, they are to be found in large numbers among 
the ads. To get all the meat and juice out of Electrical 
Merchandising you have literally to “read it from cover 
to cover”. And that is how most of the 19,000 readers 
of Electrical Merchandising read it. That is how most 
of the manufacturers read it also—advertisers and non- 
advertisers alike. They read it as they would read their 
Uncle Bim’s will—seeking to find what there is in it 
for them. 


Which causes us to wonder, sometimes, why so many 
manufacturers with worthy products and honorable 


New York, N. Y. 


names continue to permit their reputations to gather 
mold in the cellar of oblivion. We know, of course, 
why you quit advertising. We don’t blame you, even 
though we don’t agree with you. But why be pig- 
headed about it? The readers of this magazine are 
your distribution system. You cut the wire connecting 
you to this system for a reason you thought was suffi- 
cient. That reason is no longer sufficient. 

Because— 


Here in America are 20 million families connected to 
electric circuit, each with $387.50 of government money 
in the bean jar. You may not approve of the way they 
got it. No matter. They have it or shortly will have 
it. Our mutual job is to induce them to exchange it 
for electrical merchandise. There is only one way to 
do this job. It is, by— 


Sales promotion from dealer to public. 


Sales promotion from manufacturer to dealer. If you 
think for a split second that the sales promotion will 
proceed from the public to the dealer to the manufac- 
turer, you are just plain crazy. 





A McGraw-Hill Publication 
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That she who buys 


fae nate eee? rremewe Poet 





i me 


THESE PENESY BOT RELROCTRIC WASHERS ALL bring you the 


* fron Fovers Parssune Crnavsen 


at Se ee 





eee ate ee: ind enters Me ew OF ge 


- —- Sande ences “ 
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THE LOWELL MANUFACTURING COMPANY © bree, Pranry leone 
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may buy WISELY 


HE main function of all clothes 

washing devices is to force water 
through the fabric. It was not the 
rub-rub-rub of garments upon the 
old-fashioned washboard that 


made them clean. It was 


the pressure exerted — 
pressure that forced 
water through the fab- 


ric. This is the one 


all agitators operate. It 

is the feature that makes 

the Lovell Pressure Cleanser 

so essential to the effective 
operation of every electric washer. 
eFor more than five years the Lovell 
Manufacturing Company has used 
national advertising to acquaint 
millions of women with this story of 


Lovell Pressure Cleansing. Lovell 
advertising explains the advantages 
of this gentle yet thorough method. 
Tells how it extracts soiled water 
and loosened dirt. How it makes 
clothes cleaner, and makes 

their wearing life longer. 

e And now Lovell is using 

national advertising to 

tell buyers the names— 

and outstanding fea- 

tures—of those reliable 

makes of electric washers 

that are equipped with 

Lovell Pressure Cleansers “That 

she who buys, may buy WISELY.” 
All of which certainly must con- 
tribute to the satisfaction of the user 
and to the increased sales and profits 


of the manufacturer and retailer. 
























THE LOWEST PRICE RANGE EVER OFFERED 
WITH SUCH CAPACITY, STYLE, FEATURES 
AND HOTPOINT QUALITY 





Greater Speed—Maximum Durability 


CALROD puts an end to slow electric cookery. Look at these striking improvements which 
Now you can offer all the speed necessary for _— give longer life to this better surface unit: 
any cooking operation. Calrod cooks as fast 
as foods will cook. Its amazing speed does 2. NEW TUBING — Calrod’s outer sheath is now made 
aie cheer um witli ene of nickel chromium alloy —essentially the same material 

P Be: as the inner resistance wire. Withstands highest possible 


The new, im prove d Calsod unit is unhelicva- cooking temperatures without scaling, splitting or warping. 
bly durable. The bruising thumps of pots and — 2. GLASS SEALED TERMINALS — The new Calrod coiis 
pans; the devastating effects of spillage; the are as completely sealed as the modern Mazda lamp. High- 
punishment of long hours on high wattage temperature glass, fused into the ends of Calrod terminals 
- Calrod 8 d A 8 1 d : fe and capped with a lava bushing form an airtight, moisture- 
conta acs pe Loe ge life of 73 a weg tes . proof seal. Nothing can get inside this new Calrod coil. 
S icate a verage i1fe O (2 years. ay 
live for years beyond that. Utility executives, 3. “FLASH-PROOF” TERMINAL CONNECTIONS—The 
cattens ond tees tn eunew tartion of two outer terminals, which are most exposed to spillage, 
- . ad 4 ry h are grounded. These terminals are not electrically alive. 
the country, enthusiastically praise the per- 


Even excessive spillage cannot cause a “flash-over” between 
formance of this spectacular new Calrod. the sheath and the terminal. 





EDISON GENERAL ELECTRIC APPLIANCE COMPANY, Inc., 5620 West Taylor Street, CHICAGO 


Hotpoint’s “Get Ready” and “Get Ready” “Watch Your Step” 
‘Watch Your Step’’ Plan Plan Book 
Books give you complete 

programs for immediate 

sales activity which leads up 

to an even greater spring and 

summer sales drive. Hot- 

point gives you a most effi- 

cient plan for selling. You 

have the services and coop- 

eration of a thoroughly 

trained group of range sell- 

ing specialists and home 

economists. 
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Be ready to supply public demand 
for the new Westinghouse 


Lightograph Check Chart 


Huge Advertising Campaign tells 
28,000,000 consumers how to check home 
and office lighting by using simple chart. 


Here is your opportunity to make these 
charts bring in new business 
to your store 


The 1934 Westinghouse Advertising Campaign — based on 
a brand new selling idea— totally different from anything 
Westinghouse ever attempted—depends for its success 
entirely on you. It makes your store the turning point in 
the drive for new sales. 


Here’s how it works: Westinghouse has created the Lighto- 
graph Check Chart. This simple, interesting test tells con- 
sumers at a glance whether their lighting is good — or bad. 
There are no “ifs” or “‘buts’’ — the answer is either yes, or 
no. For the first time, the public has a standard of good 
lighting to go by. Ask yourself, will they demand it? 

To every reader the advertising says, ‘“Make this test.” 


But before he can make the test he must get his 
Check Chart from you. 


That is why the success of this campaign depends on you. 
Six national magazines are carrying the story of the Lighto- 
graph Check Chart to 28,000,000 people and this chart is a 
“feature” in every advertisement! Will you be ready to 
hand out these charts when your customers ask for them? 
Remember, 8 out of 10 homes are poorly lighted. That 
means that 8 out of 10 of your customers need more lamps 
— higher wattage lamps — and better fixtures. You haven’t 
time to advise each customer about his lighting needs. Let 
the Lightograph Chart do that for you. 


WESTINGHOUSE LAMP COMPANY 
30 Rockefeller Plaza New York, N. Y. 
Every house needs Westinghouse 


Keep your supply of these test charts in plain sight — on the counter. They 
have selling power. If you work for them— they will work for you. 


A complete program for tying in your store with this national campaign is 
now available. Special material is also available for your use — absolutely 
free. Ask your jobber salesman about the pian, or, write us. 


Westinghouse MAZDA 
PRUZY ECONOMICAL way | PS 
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The phrase “a million dollars” flashes through the mind without leaving any definite impression. A million dollars is 
P So) P 

such a huge sum of money that the imagination refuses to grasp it. e And it’s the same way when we say, “There are 
a million more Frigidaires in use than any other electric refrigerator.” It’s hard to realize just what this means. e But 


if all electric refrigerators were laid end to end—each make in a separate row—Frigidaire would stretch out 


across the country approximately 1,000 miles ahead of any other make. e And now, with that picture in your 


mind, stop for a minute and think. ¢ Isn’t it obvious that the great majority of prospects who come into your 
showroom do so with a predetermined preference for Frigidaire? And isn’t the conclusion also obvious? Yes! 


It’s easier to sell people what they want than 


to attempt to switch them to something else. e ® -: & 
It will pay you to get our proposition for 1934. / PAL VLE 


A PRODUCT OF GENERAL MOTORS 
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..and POTTER 

















A TRIPLE SERIES LINE 
8 Beautiful Refrigerators... All Air-Conditioned... 


Strictly competitive in Price 


.with a 3-WAY 
approach lo the SALE 


Series 1 Series 3 


for for 
CONSERVATIVE Series 2 DE LUXE 
BUYERS for BUYERS 





PROGRESSIVE 
BUYERS 















































In addition to Air-Conditioning, Potter Refrigerators incorpo- 
rate two other important exclusive features: Sub-Zero Freez- 
ing... which provides the coldest freezing temperatures, by 
many degrees, available in household refrigerators: and in 
series 2 and 3, Near-Zero Frozen Storage...a commodious 
compartment (ranging in size to a bushel and a third capac- 
ity) for the prolonged storage of “freezable” foods, and for 
quick-chilling service. This compartment opens up a new 
realm of refrigerator usefulness in the efficient and economi- 
cal handling of foodstuffs, not even remotely approached by 
any other refrigerator. 


| gmetad modern system of commercial re- 

frigeration incorporates Air-Condition- 
ing, but only in the Potter has Air-Condition- 
ing been successfully applied to household 
refrigeration. The design under which this 
has been accomplished is patented, protected. 


The immeasurable benefits of Air-Condition- 
ed Refrigeration can be gauged by its results: 
Dehydration is reduced virtually to the van- 
ishing point . . . foods stored 7 to 10 days 
show no perceptible signs of moisture loss. 


Periodic defrosting of the cooling coil is 
totally abolished. Foods which under ordin- 
ary refrigeration spoil rapidly can be safely 
stored for days. No hydrating containers are 
necessary. The usefulness of the refrigerator 
is multiplied. 


In the past, Air-Conditioned household re- 
frigeration has been confined to a group of 
Potter Refrigerators above the price level of 
conventional designs. This year, through a 
significant and timely engineering accom- 
lishment, Air-Conditioning had been pro- 
vided in all Potter Refrigerators . . . to meet 
every buying disposition and all budgets. 


These incomparable refrigerators offer the 
customers of Potter Dealers a totally new and 
advanced utility in the preparation and 
preservation of food. 
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RES AGAIN 





Send for this 
Portfolio 


32 pages of interesting 
information 


———E 

















Whether or not you are 
ready for the Potter Prop- 
osition, you should read 
“300 Shall Prosper!”. It 
will be forwarded at once 
to any dealer or distribu- 
tor requesting it on his 
own letterhead. 
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All indications point to 1934 as refrigeration’s biggest year for the manu- 
facturers. Yet if history repeats itself, few dealers will find themselves 
with a real profit on their books at the end of the year. 
With the chaotic competitive conditions existing today, what are YOUR 
chances of reaping a worthwhile reward for your sales effort this season? 
Are you selling a product and have you a franchise with which you can face 
the coming season confident that your share of the profits is going to be in 
proportion to your investment and your work? 
Can you feel sure when you build up a prospect to the point of buying that 
no one else can intrude with unfair tactics, close the deal, and deprive you 
of the sale? 
Can you offer your prospects something they can get nowhere else? 
Are you satisfied with your present outlook for a future with permanency 
and profits in the business of refrigeration? 

* * 
If you want an answer to these questions . . . then you'll want complete de- 
tails of the Potter 10 Point Plan. Send for “300 Shall Prosper’’. 


POTTER REFRIGERATOR CORP. 


BUFFALO, NEW YORK 
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WHEN THE FAMILY CLOCKS 


GO CUCKOO 
IT'S TIME FOR A TELECHRON 











WHEN CHEAP ELECTRICS COME 


BOUNCING BACK 
ITS TIME FOR TELECHRON 


HERE AND NOW 








Two srorigs. One moral. A pretty 
obvious moral too. ... When other 
clocks go cuckoo, it’s time for 
T'elechron. 

That’s the general theme of the 
1934 Telechron advertising. It will 
be given a number of different 
twists—all good-humored and 
amusing. Your clock customers 
will read it regularly in The Sat- 
urday Evening Post, Collier’s, 
Time, The Literary Digest, Ladies’ 
Home Journal, Good Housekeep- 


ing, and House and Garden. 


No. F 53-W COoLontst Pleasing period de- 
ign in Walnut or Maple Finish with Ebony 
and White Holly marquetry border. White 
enamel dial with gold color border designs 
Black Roman characters. Height 9% inches. 
Retail , cocutannente $19.75 





But it’s equally sound advice for 
you. If you’re tired of selling 
clocks that won’t stay sold— 
clocks that grow noisy, need wind- 
ing, break down—clocks that come 
bouncing back for repairs or ex- 
change—clocks that lose custom- 
ers for you—then sell Telechron. 
Telechron is well and honestly 
made. Its self-starting motor is 
sealed in oil for smooth, long life. 
Over the years, it has earned and 
kept a reputation for silence, 
accuracy, dependability, and 
excellence of design. 
It is sal- 


able. It means prestige for your 


Telechron is known. 


clock department and full, sure 
profits for you. We’ll send the 
whole story for a penny postal. 
Warren Telechron Company, 13 
Main Street, Ashland, Mass. 


Telech rou 


(Reg. U. S. Pat. Off. by Warren Telechron Co.) 


SELF-STARTING 
ELECTRIC CLOCKS 


No. 4 F 51 — Terart — A versatile easel type that 
may be for office or home. Its polished gold 
or chrome finished metal is in striking contrast to 
the glossy black plastic base. Height 54 inches 
With alarm, “‘Signalette,” $9.95. Retail 5.9 


No. 7 F 53 — Tetesert — An attractive Butler- 
finish metal case and moulded plastic base make 
this a distinctive alarm clock. oice of gold color 
case with black or ivory base, or chrome finish case 
with green, black or red base. Height 44 inches. 
Retail $5.95 
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NOW. . «All in One Motor 


MAJOR IMPROVEMENTS 


that will help you sell washing machines 


NLY the General Electric Type 

KH motor for domestic wash- 
ing machines combines the out- 
standing improvements listed below 
— improvements which make it the 
greatest motor value ever offered 
washing-machine manufacturers, 
their distributors and dealers: 


INTERCHANGEASBILITY... All 14- 
horsepower motors have the same mount- 
ing and over-all dimensions, fit into the 
same space, and mount in the same 
cradle. 


INCREASED OIL CAPACITY... The 
initial factory lubrication of the G-E 
Type KH washing-machine motor is 
designed to last the LIFETIME of the 
domestic washing machine on which the 
motor is originally installed. No provision 
is made for re-oiling. 


RUBBER MOUNTING .. . Perma- 
nently fixed. Sets a standard of smooth, 
cushioned power, with new quietness. 
The motor runs in a mounting of 
live rubber (treated with a compound 
which makes it impervious to oil). It 
combines superior sound-isolating quali- 
ties with good shaft alignment and excel- 
lent flexibility. It is designed to eliminate 
objectionable noise caused by torque 
vibration and by endwise and radial 
out-of-balance. 

















50 
CYCLE 











us 














These are a few of the outstanding improvements 
incorporated in this motor which make it to-day’s 
best buy in washing-machine motors. For further 
information, address General Electric, Dept. 6A-201, 
Schenectady, N. Y. 


070-43 


GENERAL @ ELECTRIC 
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Now—A NEW AND GREATER 
GENERAL ELECTRIC 


INSTITUTE 











How 
GENERAL 


yosles ae 
helps you to 








Institute 





E 
New home of General 


"THE new General Electric Institute is a sell more 
training school for the electrical industry, dedicated to lam p § 
the ‘‘New Science of Seeing,’”’ to the Art of Illumination < 


for Commerce and Industry, and to the Complete Electri- 
fication of the American Home. 


The new General Electric Institute unites, under one 
roof, the former Lighting, Kitchen and Refrigeration In- 
stitutes, to create a new and greater Institute of Electricity. 
Here is an ever-changing panorama of electrical progress. 


The General Electric Institute is more than an exposi- 
tion. Here, under the guidance of specialists, is taught and 
shown everything that is new in lighting for home, store, 
factory, street, photography and all applications of lighting 
for life and work. 


Today, with the “New Science of Seeing” still in its 


Your customers look for this MARK 





infancy, the value of the new General Electric Institute DO THESE 3 THINGS 

as an educational center for General Electric MAZDA lamp I ss hee neg et 
agents, cannot be too highly stressed. General Electric ee 
offers you a course of training, without charge, in the 2. Take one of our current magazine advertisements 
General Electric Institute, as a new and greater service to ————— 
help you sell more lamps. General Electric Company, 3. Ask people to buy. Every home needs more and 
Nela Park, Cleveland, Ohio. ne ee 











GENERAL @ ELECTRIC 
MAZDA LAMPS 
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Established 1916 
McGraw-Hitt PusttisHinc Company, INc. 
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™e Central Hudson Case 


HOUSANDS of good dealers have for three years been up against it to 

finance their sales. And because they are still up against it they are not 

selling the goods and helping the manufacturers and distributors in in- 
creasing volume or utilities in increasing load. Financing accommodation must 
be made available to them if the industry is to benefit by their ability to sell 
merchandise. 

To move appliances in large quantities we need the distributing penetration 
given by these thousands of trained dealers who are hampered, and in many cases 
put out of business, by the fact that they cannot sell their paper. This fact is 
fully appreciated by the T.V.A. authorities, who are providing for financing as 
the basis of their load building operation. Such an important, in fact, vital, 
part of the merchandising and load building need not wait, however, on government 
aid. A few utilities have demonstrated that it is practical and profitable for them- 
selves to undertake it. 


EST example of such utility to date is the Central Hudson Gas and Electric 

Company, Poughkeepsie, N. Y. This company does not sell any merchandise, 
but through an efficient commercial department stimulates and helps the mer- 
chants in its territory in an active promotion of appliances. A promotion so active 
that in 1933 these merchants sold over $1,000,000 worth of electrical appliances 
to 53,000 domestic meters ; roughly an average of $19 per customer. 

And, in the opinion of the company executives, this total could not have been 
reached except for their policy of financing dealer sales. Paper bought in 1933 
totaled $366,700—only a little more than a third of the total sales and, further, the 
finance charges are the normal discount rate plus a two per cent charge for non- 
recourse. The service is not cheap, but it is available. That is the important thing. 
The dealer can collect any reasonable charge for finance when he sells. If credit 
finance is not available to him he cannot sell at all. 


ENTRAL HUDSON by buying paper has kept a strong dealer organization 
alive and selling. They have been able to exert some control over the quality 
of the appliances connected to their lines. They had added load and built goo: 
will. They have kept the basis solid for an expansion of equipment sales and 
load building. They have set an example that can be profitably studied by every 
utility executive with rate, load and public relations problems on his hands. 
They have shown what can be done wherever there is the will to do it. 


BOE KU yee 


Epitor 


Editor 









































Spring and Summer Plans of Manufacturers are 


E’RE under way, all right. 
When somebody says “How’s business?” to- 
day, they don’t mean “Tell me the worst and I'll 


match it with something that will make your hair curl.” 
That was the feeling in ’31 and ’32, And if today we 
had nothing more than the psychological change that had 
taken place in the hearts and hopes of the country’s 
millions, we would still have something of incalculable 
importance. 

sut we have more. 

We have, in the first place, definite proof that busi- 


A review of some of 
make 1934 the greatest 


ness is climbing rapidly—cold figures taken from busi- 
ness indices ; factory production, retail sales, carloadings, 
check payments, electric power production and a dozen 
other basic sources. 

We have, in the second place, an amount of govern- 
ment spending that has not been equaled since war times. 
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Greater Than Ever in ’34 


the factors that should 
appliance year in history 


Business Week, a conservative journal, estimates this to 
be about $77.50 for every man, woman and child in the 
United States—roughly, $387.50 per family and about 
$416 for each farm family. The figures were arrived at 
by a simple process—adding the various millions and 
billions being poured into the various alphabetical con- 
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By 
Laurence 


Wray 








glomerations known as AAA, CCC, CWA, PWA, TVA, 
RFC and such other projects as emergency housing and 
subsistence homesteads. 

From this impressive array of figures on the expendi- 
ture of Federal funds for direct help to the homes of 
the country, may be added the fact that “The banking 
situation has almost explosive potentialities of credit 
expansion.” All of which brings Business Week to the 
following, almost startling, prophecy : 

“Signs are unmistakable that business will improve 
for the next six months. It is likely that most business 
men would agree with this forecast. But we do not 
believe most business executives appreciate how great 
the improvement is likely to be. Barring a calamity 
beyond the pale of the imagination, the upsurge will be 
startling. It is conceivable, although this is not a pre- 
diction, that we may find ourselves temporarily in some- 
thing like a buyer’s panic.” 

So much for looking ahead. The next best thing to 
looking before you leap is to know you're going to land 
on a featherbed rather than a mess of broken glass. For 
the present, it is a matter of record that the automobile 
business, with production pushed to 1929 limits, find it 
physically impossible to supply the demand for new cars. 
Conservative estimates put car sales for 1934 at 2,600,- 
000—compare that to the 1,493,794 registrations in 1933 
which, in itself, was 36 per cent over the 32 mark. In 
such agricultural states as Minnesota, North and South 
Dakota, Iowa and Illinois, the last three months of 1933, 
when government cash began to makes its benign pres- 
ence felt, increases in car registrations ranged from 100 
to 300 per cent over the previous year. 

We know, of course, that the gasoline-buggy business 
is always among the first to reflect increased confidence 
and restored purchasing power. As the auto business 
goes, so goes the country. It might be well to bear in 
mind, however, that this business just doesn’t flow in 
over the transom. Actually, the automotive boys jumped 
the gun and swiped the spotlight from a lot of other 
industries by being ready. They brought out new, rad- 
ical and improved models; they staged dramatic shows 
in every city; they smeared their products over the ex- 
pensive pages of the nation’s best newspapers, maga- 
zines, billboards and air waves: and, finally, they were 
busy (and are busy) running down sales and signing 
orders—even though they may not be able to make de- 
livery at once. 

Naturally they can’t keep up with production. They 
know that the people are spending money and they are 
not taking any chances of letting the people forget that 
one good way to send money is to trade in that old bus. 


They'll Buy Refrigerators, Too 


But what about the electrical business? We have 
many desirable time and money-saving appliances to be 
brought to the attention of those same people. We sold 
them more than a million refrigerators’fast year and an- 
other million washers—proof enough they want our 
goods. And we feel fairly safe in predicting that they 
will buy even more refrigerators and«washers in 1934. 
And one of the very definite reasons Wé have for writing 
this article is to point out that the gfeat majority of the 
manufacturers in the electrical appliance field are cog- 
nizant of the fact that this is going to be a banner year 
for sales of household goods. The home-owner is wary 
of making purchases of major equipment when the mort- 
gage is in danger or the job looks as though it were on 
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the skids. All that fear and hesitation has been removed. 
And in addition there are impressive hunks of real dough 
being distributed. All that is required is that the dis- 
tributors and dealers in the electrical business are all set 
to take advantage of an opportunity such as rarely pre- 
sents itself. 


Manufacturers’ Promotion Plans 


An indication of the activity under way in a number 
of important electrical appliance companies is contained 
in their promotional plans for 1934. 

Frigidaire Sales Corporation, for instance, are expect- 
ing the biggest year in their history—and they’ve had 
some big years. Taking a cue from the parent automo- 
tive company, they have brought out new models ranging 
in price from $99.50 to $509, are practically doubling 
their advertising appropriation and are launching their 
1934 selling program in 6,000 showrooms throughout 
the country. According to H. W. Newell, vice president, 
the potential refrigerator market is about 25 per cent 
saturated, which means that complete public acceptance 
has been achieved. In other businesses, when similar 
stages of market expansion had been achieved, it was 
found that the greatest annual sales volumes occurred 
between the 25 and 50 per cent potential saturation. 
The new line consists of three Standard Series units, 
three Master Series units, six Super Series units and two 
De Luxe Series models—in all fifteen models. From 
the slogan “Uses less current than one ordinary lamp 
bulb,” Frigidaire swing in 1934 to the slogan, “Ours is 
a Frigidaire, ’34.” That’s the story that 36 road-shows 
will be taking to some 15,000 dealers this spring. That’s 
the story that newspapers and magazines and radio broad- 
casting will tell the public. And that’s the story that 
Frigidaire have given to dealers in the form of elaborate 
promotional material. 

General Electric, likewise, have mapped out a com- 
plete barrage of selling for the spring and summer 
months. On March 15 begins a 66-day campaign and 
an “All-Star Discovery Drive.” Retail outlets are being 
urged to have GE display units on their floors to help 
the prospect visualize how her kitchen will look when 
GE-equipped. For the department stores, a “Mite- 
meter” plan has been developed whereby the customer 
can buy a GE refrigerator for 15 cents a day and no 
down payment. Spring conventions are on now and GE, 
expressing their own personal confidence in the business 
outlook, expect to make 50 per cent of their year’s quota 
by May 19! 

And concerning this new feeling about business this 
year, T. K. Quinn, General Electric vice president, said : 
“Two years ago at Miami I urged retrenchment .. . the 
red light was on! A year ago I suggested we proceed 
with caution because the clouds had not lifted enough to 
give us a clear view of the business horizon. The yellow 
light was flashing! This year I sincerely believe we are 
heading into a profitable refrigerator selling season . . 
The green light is up!” A.M. Sweeney, sales manager 
of the refrigeration division, told distributors he ex- 
pected them to produce 50 per cent of the year’s quota 
in 66 days. “Let’s cut loose and give ’em a ride,” he 
added. Walter J. Dail is all set with a flock of new 
promotional material, and P. B. Zimmerman, manager 
of the specialty appliance department, got from dis- 
tributors signed pledges that would stand to deliver the 
goods in 66 days. Advertising to the consumer will 
approximate 40,000,000 impressions, radio broadcasting 
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is to be used, a $100,000 sales training course is ready, 
and by the time the Toppers get to Cleveland for the 
annual summer conclave, General Electric’s hard-hitting 
organization will know whether the general prophecies 
about business were right. 

Carl Snyder, over in the dish-washing division, and 
Jack Poteat, who heads up the electric range end of 
General Electric, are likewise all set to take advantage 
of a swell selling situation. 

Over at the Hurley Machine Company in Chicago, 
Gordon Taylor, advertising manager, contributed the 
following : 

“Our primary concern at this time is one of produc- 
tion. In spite of running to capacity, we are still behind. 
Plans have been formulated for the expansion of our 
plant . . . Sales thus far in 1934 are 65 per cent of the 
same period last year .. . An extensive advertising cam- 
paign is being planned—to break in about 90 days. 1934 
promotion material, featuring Thor’s new “Rigidspan” 
chassis is going to our entire selling organization in the 
form of Thor’s 1934 Tool Kit.” 

Altorfer Bros. Company is another forward-looking 
washing machine manufacturer getting ready to clean 
up in 1934. Joseph H. Wiley, advertising manager, re- 
ports that a new line of promotional material—win- 
dow displays, interior displays, newspaper advertising, 
streamers, truck banners and mailing folders are being 
sent out to all ABC distributors. - Not only are they 
preparing to equip their present dealer organization with 
every selling help, but are opening an aggressive trade 
paper and dealer direct mail campaign, designed to add 
new distributors for ABC products. 


Apex, Maytag, Easy, Kelvinator 


Apex Rotarex Corporation, Cleveland, are embarking 
on one of the largest consumer advertising programs in 
their history. It will be concentrated largely in fifteen 
of the biggest cities in the country. In addition, the 
sales promotion and advertising budget is being doubled 
in 1934 compared to 1933. Advertising Manager C. S. 
Gregg reports: “. . . January was productive of a hand- 
some volume of business—considerably ahead of the 
volume for the corresponding month last year. Indeed, 

. . it was one of the best Januarys in the twenty years’ 
history of this company. February is going well ahead 
of January and we have every reason to believe that the 
first half of the year is going to give us a volume of sales 
never before equalled in our history.” Apex, he added, 
was engaged in putting out a new line of refrigerators 
which will be ready for the market in three or four 
weeks ; that the washer line had been improved and that 
a new and radically-improved vacuum cleaner had been 
added to the line. 

More than 3,000,000 pieces of promotional material 
have been sent to dealers by the Maytag Company, al- 
though no sales contests are to be sponsored. Drastic 
price revisions in their entire line of washers, announced 
more than a month ago, is the basis for Maytag’s big 
push on the 1934 sales front. 

The Easy Washer Company are also in the forefront 
with a brand new collection of striking display and pro- 
motional material for dealers and distributors. Promi- 
nent among these is a handsome color display piece on 
the new ironer. Plans are all ready laid for increased 
business which Easy have prepared for by radical 
changes in their washer design and the introduction of 
the new Spiralator washing principle. 
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Kelvinator Corporation, giving final impetus to its 
1934 sales program are conducting 78 one-day meetings 
in principal distributor cities this month, in order to 
prepare for the record-breaking volume anticipated. 
Here, too, the company is prepared with a new line of 
models known as the “Twentieth Anniversary Kelvina- 
tors.” They will be presented to the public this year in 
a spring showing to be known as Kelvinator’s “Birthday 
Party.” There are four separate groups in the new line 
which have been changed in appearance and have added 
engineering refinements. Sales meetings will be ad- 
dressed from Detroit by G. W. Mason, president, and 
H. W. Burritt, vice president. Heading the factory men 
are Vance C. Woodcox, director of advertising; J. A. 
Harlan, A. H. Reinach and H. E. Markland. Basis for 
great confidence in the sales prospects are afforded by 
the fact that Kelvinator shipped 12,132 units in January 
—223 per cent of those for the corresponding month in 
’33. At that the company ended the month with unfilled 
orders 351 per cent in excess of those on hand at the 
same time last year. One order, from Raymond Rosen 
& Co. in Philadelphia called for an entire trainload of 
Kelvinators. 


Leonard, Timken, Norge 


Another Philadelphia distributor, Klein Stove Co., 
filed an order for 2,345 refrigerators with the Leonard 
Refrigerator Company. Leonard, too, along with the 
parent company, Kelvinator, is launching the largest ad- 
vertising and sales promotion campaign in its history. 
Leonard Refrigerator broke all January shipping records 
—175 per cent over the ’33 mark. 

In the oil-burning field, Timken Silent Automatic re- 
port that their advertising and promotion for 1934 will 
be increased and that there will be an aggressive news- 
paper campaign to consumers. Dealers will be supplied 
with window display material, consumer direct mail and 
educational material.. According to W. C. Wood, Tim- 
ken treasurer, January sales of oil burners and oil boilers 
showed a 42 per cent increase over January, 1933, and 
the company plans included a materially extended sched- 
ule on advertising in 1934. 

Norge Corporation, as a basis for increased 1934 ad- 
vertising and promotion, conducted a consumer survey 
in the late months of 1933. Among non-owners of re- 
frigerators, 32.2 per cent hoped to buy a refrigerator in 
1934. This, Norge figures, establishes a sane market 
prediction of 1,622,880 units in 1934—an increase of 
from 25 to 50 per cent in total sales over ’33. Spring, 
summer, fall and winter programs have been laid out by 
Norge to maintain an intense sales impulse through 
every month of the year. 


General Electric, Premier 


Since the merchandising of electric cleaners divides 
into the two fields of specialty selling and store traffic 
items, G.E. will promote two campaigns this spring. 

“Buy 1—Get 1” is the terse title of the specialty cam- 
paign, which shows how every participant, whether he 
be purchaser, dealer, or salesman can profit. This cam- 
paign is in the nature of a contest for membership in the 
“VAC” Club (Very Aggressive Canvasser). 

Inasmuch as knowledge of “How To Sell” is an im- 
portant fundamental in specialty type selling, much of 

(Continued on page 76) 
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1. BUYS GOODS FROM DEALER 


ORE electrical dealers have been left high and 
M dry today from a financing standpoint than 

ever before. The depression has cut down their 
capital and many finance companies have slipped out 
of the picture as silently as Arabs, right when they need 
help most. 

This situation needs correction. With 76 per cent of 
the 1933 electrical refrigerators sold on time payments 
and at least two-thirds of other appliance sales going on 
a like basis, it is apparent that any electrical dealer hop- 
ing to get a normal volume of business must sell on a 
time basis whether he wants to or not. If he has a lot 
of capital, the electrical dealer can carry all of his paper 
himself. But if he is down to bedrock with little work- 
ing capital, I believe the dealer is going to establish new 
contacts with finance houses. The time is ripe for a 
setup which will permit resumption of activity. 

I happen to be behind the scenes in a large finance 
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Financing 


a eee 


1. SELLS Goops 
2. COLLECTS DOWN PAYMENT 


3. RESPONSIBLE FOR REVERTS 


With two-thirds of today’s 
the key to dealer volume 


says finance company exec- 


Tom F. 


company. Possibly I can throw some light on how 
things appear from the finance side of the fence. With 
so many invisible strings of economics pulling business 
this way and that, what, I have observed may make 
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Will Help the Dealer 


meeLbl Y..ceumms 60 


1. PASSES ON CUSTOMER CREDIT 
9. DISCOUNTS DEALER PAPER 


3. USES OWN COLLECTION MACHINERY 


sales on a time payment basis 
lies in the money angle, 


utive in an interview with 


Blackburn 


many things clear which would otherwise be obscure. 

If we look back to the good old days we find there 
were two types of finance companies that came in con- 
tact with electric dealers. One firm was so picayunish 
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FINANCE COMPANY 





1. TAKES PAPER FROM UTILITY 


about credit standing of customers that it was considered 
choosy. “Skimmed the cream,” you dealers said. The 
second finance house took everything the dealer sent 
(as long as the dealer had capital). Then came the day 
of economic upset and back dropped the dubious paper 
those generous finance houses had accepted. Many a 
retail business was wiped out. Many perfectly sound 
electric store owners were so scared that they fear today 
any sort of finance deal. There is no need for this 
timidity if the possibilities and limits of financing are 
understood. 

On the finance house side of the fence, there are just 
as many firms as twittery about making connections with 
electrical dealers as there are dealers who are gunshy 
of finance houses. In short, a great many things appear 
to be sadly unbuttoned at the present moment. Just as 
the fall of prices during the last four years has done a 
lot to shorten the amcunt of profit per sale the electrical 
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dealer gets, so this fall has kicked over the apple cart 
so far as finance houses are concerned. 


Why appliance paper lost favor 


HERE is a quirk in human nature which makes it 

almost impossible to collect time payments on ap- 
pliances when the market price has fallen below the 
balance still owed. A woman owing a $100 balance on 
a product which has dropped to $80 will tell the finance 
company to come and get it rather than to take a $20 
loss herself. So when prices fell, it meant that trouble 
was jumping up at finance houses like so much popcorn 
in a pan. 

The drop in prices helped to wipe out the profit in 
appliance paper for finance companies. Whether you 
know it or not, a finance company has a personnel setup 
that parallels a dealer’s. There are collectors, investi- 
gators, and other agents covering the country in a net- 
work that follows the lines of distribution. A firm has 
to pay for gasoline, light, salaries and for money. There 
is a margin of profit in a financing charge just as there 
is a margin of profit on an electric percolator. When 
this margin falls to the vanishing point the finance com- 
pany must cut off merchandise just as the dealer must 
drop particular appliances from his shelves on which he 
loses money. We can’t handle a deal which has less 
than a $13 finance charge and that amount is pretty 
nearly swapping dollars. On merchandise selling below 
$100 a $13 charge appears pretty steep. With dropping 
prices disturbing collections, and lower lists making the 
finance charge seem exorbitant, it was natural that we 
started to pass out of the electrical picture. 

Please don’t think that the finance companies have 
made no effort to patch up the situation. There was a 
hookup perfected not long ago by a washing machine 
manufacturer who hoped to open a much-needed line of 
credit for his dealers. The manufacturer guaranteed all 
paper on his machines to finance companies. Our men 
opened accounts with all of his dealers. After going to 
this expense we found the volume on small sales too 
widely scattered to pay for the cost of handling. We 
found that we had made an expensive investment out of 
which came little or no profit. 


An answer in the East 


UCH of the recent success of department stores 

in selling appliances as compared with dealers has 
been due to the fact that they have the capital and col- 
lection machinery to take care of their sales. The elec- 
trical dealer is in a better position to take care of service 
requirements, has possibilities of greater intimacy with 
his customers and is geographically close at hand to his 
markets. He is in an ideal situation to do business if he 
can get the benefit of financing and collection methods 
that equal the department stores. I think the answer to 
this need is possibly being worked out by a dealer- 
manufacturer-utility combination that is just starting 
in the East. 

The utility in this plan is stepping into the picture to 
offer its collection machinery to dealers. It discounts 
the dealer paper (with recourse), handles collections 
economically, and in turn passes on a sizeable volume to 
the finance company. Back of it all stands a guarantee 
on the paper by certain manufacturers. 
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The idea is to eliminate many of the details that make 
financing of small appliances unprofitable. Collections 
are made cheaply and a duplicate setup is unnecessary 
for the finance company. The manufacturer is restrained 
from the temptation of cutting prices, because he knows 
he will get a lot of defaults back on his hands if he 
does. The utility does not have to advance any capital. 

Everyone will benefit, I think. Dealer, because he 
gets his money; utility, because of load on lines and 
popular good will; and manufacturer, because of distri- 
bution effected. Finally, the finance company can ad- 
vance money at the lowest possible price, as most of the 


costs which run up rates have been eliminated by this 
setup. 


Two specialties worth picking 


F I were picked up and dropped down into the man- 

agement of an electric shop, this is what I would do. 
The electrical dealer, as I see it, holds the unique dis- 
tinction in the community in having a small specialty 
selling organization capable of getting out and going 
after business. Consequently, I would choose two spe- 
cialties whose seasons did not interfere with one an- 
other—a good refrigerator and a good oil burner. Both 
fill a basic need of the family and both fields are far 
from saturation. On these two items I would concen- 
trate my effort, knowing full well that I could discount 
nearly all my paper with a finance company, and thereby 
increase the power of my working capital. 

Second—On items which have to be sold for less than - 
$5 down and $5 a month, I would go rather easy unless 
the utility in the community would discount my paper 
for me. They are half way between a specialty and 
an over-the-counter sale. The amount of profit does not 
permit one to put high price specialty selling ability be- 
hind them, unless you can get volume. Most of these 
sales would tie up a lot of working capital. 

Mind you, I speak as an individual. Others may see 
this thing differently. I regard it as one of the errors 
of the electrical industry to try to sell specialties as 
over-the-counter items. Westbrook Pegler says you 
can’t get expert information at 2c. a copy. Neither 
can you throw in elaborate selling effort on “help your- 
self” merchandise. In my opinion it can’t be done. Were 
I an electrical dealer, I would devote 60 per cent of my 
efforts to specialty selling, 20 per cent of my time to 
small appliances, and the balance to items that are gen- 
uine over-the-counter sales. In short, I would apply the 
old adage that you have as much grief on the low-priced 
sale as on the high one, and you might as well enjoy the 
profit from the high one while you are doing it. 

So far as my relations with finance houses are con- 
cerned, I would not expect to get cash on every sale that 
I made. Every bad sale means simply that the dealer 
is sticking his neck out. The true place of the finance 
house, as I see it, is to help the merchant extend what 
capital he has and not finance him entirely. I would 
use my own money to finance the questionable sales. 
With close watching and careful handling they often will 
pay out. I would be glad to pass on my best paper— 
handled this way there would be less chance of a sudden 
shock by its return. 

Together the finance house and the dealer can do a lot 
more business than either of them can do separately. 
But each has got to play ball on his own grounds, and I 
believe the last four years has driven home that lesson. 
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EDISON INSTITUTE TO SPONSOR 


TABLE APPLIANCE 


DRIVE 


Six Months Activity to Start in March 


TARTING in March, and for the 

following six months, the Edison 
Electric Institute in conjunction with 
the Heating Device Division of the 
National Electrical Manufacturers As- 
sociation, is sponsoring another Na- 
tional Program, this one on Electric 
Table Cookery. The objective is to re- 
new interest in the promotion of small 
heating and motor driven devices, and 
promote cooperative programs with the 
local trades in order that electrical con- 
sumers may realize the valuable service 
rendered by the more modern electric 
tableware. 

There are many thousands of elec- 
trical consumers whose spending mar- 
gins prevent investment in such electric 
items as the refrigerator, range and 
water heater. The Table Cookery Pro- 
gram will be directed to this market. 

G. E. Whitwell, chairman of the sales 
committee, has appointed a special na- 
tional committee on the Electric Table 
Cookery Program consisting of D. M. 
DeBard of Stone & Webster Service 
Corporation, Chairman, C. E. Swartz- 
baugh, President of Swartzbaugh Manu- 
facturing Co., and Chairman Heating 
Device Division of the National Elec- 
trical Manufacturers Association, R. W. 
Turnbull, General Electric Co., F. R. 
Kohnstamm, Westinghouse Electric & 
Manufacturing Co., and C. E. Green- 
wood. 

A monthly news medium will be pub- 
lished by the Committee entitled 
Table Cookery Topics, which will serve 
as a clearing house of information on 
the Program, and carry stories of lead- 
ing sales activities on electric tableware 
by all outlets. The Committee has 


chosen the slogan Electric Table Service 
Saves. 


WESTINGHOUSE 
COMPLETES 
EXPERIMENTAL 
HOME LABORATORY 


N experimental house rather than a 
model electrical home, The West- 
inghouse Electric & Manufacturing 
Company has erected at Mansfield, 
Ohio, a “House of Tomorrow.” An 
eight - room, two-story, brick veneer 
dwelling with garage attached, the house 
has a flat roof upon which has been 
built a penthouse. The building is of a 
size that could ordinarily be constructed 
for $12,000; has been designed, and 
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JOSEPH FLORES and WIFE 
$3 a day, 10 mouths to feed, and 


still he bought a washer 
(See Col. 3) 


mechanically and electrically equipped, 
as a servantless home. 

The house is located some two miles 
south of downtown Mansfield in a new 
residential section known as the Wood- 
land district, at the corner of Dickson 
Parkway and Andover Road. Excava- 
tion was commenced September 27, and 
the house completed, even to its interior 
decoration and furnishing, in 82 days. 
The first meal was cooked and served 
in the home on December 18. 

The concentration of the appliance 
manufacturing activities of the Westing- 
house Company in Mansfield made it 
the logical place for this laboratory of 
household research where much of the 
equipment installed is still in the experi- 
mental stage. More than twenty engi- 
neering divisions of the organization 
have contributed equipment; will, dur- 
ing the next year, send engineers to 
study performance, check practicability 
of the devices. Architects, manufac- 
turers, home economists, their families, 
will live for short intervals in the house 
to develop at first hand the data with 
which the way to better living may be 
facilitated. 

The arbitrary requirements imposed 
on the architects were, of course, much 
more complicated and of quite a different 
character than those to be encountered 


in the design of the average house of 
equivalent size. Many of the appliances, 
while complete in themselves, required 
special installations which would render 
them accessible for subsequent testing 
and altering. The plan of the house was 
developed around kitchen and laundry 
as by far the most important centers of 
electrical equipment. A “weather” room 
has replaced the usual furnace room; 
contains cooling and air conditioning 
equipment as well as a heating system 
which combines steam boiler generation 
of heat with warm air duct distribution 
throughout the house. The penthouse 
has a separate, radiant heating installa- 
tion, involving electric panel heaters 
imbedded in the plaster of walls and 
ceiling. In addition to conventional elec- 
tric heating of the hot water supply, a 
motor-driven compressor reverses the 
usual refrigeration cycle to transfer 
heat from the “weather” room to the 
hot water storage tank. In kitchen and 
serving pantry immediately adjacent 
such electric appliances as toasters, 
percolators, food mixers, are perma- 
nently installed, concealed in sliding 
compartments when not in use. Tiny, 
automatic circuit breakers substitute for 
fuses, facilitate maintenance of an elec- 
trical service with a connectetl load of 
87 kilowatts, a monthly consumption of 
approximately 1,500 kw.hrs., or thirty 
times the national average of domestic 
current use. 

Nineteen built-in motors perform va- 
rious household tasks ; add up to 108 h.p. 
Division of the 1,500 kw.hrs., monthly 
energy consumption is about as follows: 
water heater 500; “weather” room 
equipment 250; penthouse heating 230; 
range 135; three refrigerators 100; 
lighting 90; miscellaneous appliances 
195 kw.hrs. 


BUYS WASHER, KEEPS 10 
CHILDREN ON $3 A DAY 


HE name of Joseph Flores, Colo- 
rado Springs laborer, flashed on the 
front pages recently as an illustration of 
what low wage levels sales of electrical 
washers could penetrate. Flores has been 
keeping a family of ten children, sup- 
porting an ailing brother and buying a 
washing machine on time, all on $3 4 
day. In addition to that he recently 
made his final payment on his house. 
Payment of Flores’ last two payments 
on his machine were made by the 
American Washing Machine Manufac- 
turers Association when his economy 
was called to its attention. Secretary 
Joseph R. Bohnen declares his action 
puts the burden of proof on any sales- 
man who says, “Those people haven't 
enough money to buy a washing ma- 
chine.” 
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What the ITVA 


Here are the specifications, issued by the Elec- 


tric Home & Farm Authority, on the electric 


ranges, refrigerators and tank water heaters to 


be financed in the Tennessee Valley 


ELECTRIC 
REFRIGERATORS 


1. Definition 


This specification applies to electri- 
cally operated refrigerators intended for 
domestic use. An electric refrigerator 
is defined as an insulated cabinet and 
a refrigerating unit (compressor, con- 
denser, a cooling unit and controls 


therefor), with limitations as defined 
below. 


2. Approval 


The refrigerating unit shall be listed 
by the Underwriters’ Laboratories. 
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NOTE: In writing these specifications 
no attempt has been made to in- 
clude features which are cov- 
ered by the Underwriters’ Lab- 
oratories Standards for do- 
mestic electric refrigerators. 
Also, no requirements are in- 
corporated which are in conflict 
with the Underwriters’ Labora- 
tories Standards for domestic 
electric refrigerators. 

3. General 


It is the intent of this specification 
to define refrigerators which are sub- 
stantially constructed of heavy gauge 
materials so that they will be enabled to 
stand long service with a minimum 
amount of maintenance. These require- 


ments apply equally to mechanical and 
electrical construction as well as the de- 
sign of the refrigerators, controls, re- 
frigerating units, motors and related 
parts. 

No duty shall rest on the Electric 
Home and Farm Authority to approve 
any refrigerator, whether or not it 
comes up to these specifications, and 
Authority, in determining whether or 
not to approve any product, shall give 
due consideration to the field experience 
which has been had with the various 
features of the product. 


4. Supply Circuit 

Electric refrigerators shall be de- 
signed to operate on 115 volt, 2 wire 
single phase 60 cycle service. 
5. Cabinet Size 

The cabinet shall afford not less than 
4 cubic feet of net food storage volume 
and not less than 8 square feet of shelf 
area, as computed by the National Elec- 
trical Manufacturers Association ap- 
proved standard method; Provided, 
however, if a cabinet of non-conven- 
tional design is submitted which will 
provide food storage capacity from the 
standpoint of actual use equal to that 

(Please turn to page 49) 
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Models Will Be 


ELECTRIC RANGES 


1. Definition 


This specification applies to electric 
ranges, intended for domestic use. An 
electric range is defined as consisting 
of a three unit cooking top and an oven 
suitable for baking, roasting and broil- 
ing operations with limitations as de- 
fined below. 


2. Approval 


‘Ranges shall be listed by the Under- 
writers’ Laboratories. 


NOTE—In writing these specifications 
no attempt has been made to 
include features which are cov- 
ered by the Underwriters’ Lab- 
oratories Standards for domestic 
electric ranges. Also, no re- 
quirements are incorporated 
which are in conflict with the Un- 
derwriters’ Laboratories Stand- 
ards for domestic electric ranges. 


3. General 


It is the intent of this specification 
to define ranges which are substantially 
constructed of heavy gauge materials so 
that they will be enabled to stand ex- 
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tremely heavy service with a minimum 
amount of maintenance. These require- 
ments apply equally to mechanical and 
electrical construction, as well as the 
design of the range, switches, surface 
units and related parts. 

No duty shall rest on the Electric 
Home and Farm Authority to approve 
any range, whether or not it comes up 
to these specifications, and Authority, 
in determining whether or not to ap- 
prove any product, shall give due con- 
sideration to the field experience which 


has been had with the various features 
of the product. 


4. Supply Circuit 

Ranges shall be designed to operate 
on 115/230 volt, 3 wire single phase 
60 cycle service, or if specified, shall 
be designed for two phases and the neu- 
tral of a 120/203 volt, three-phase, four- 
wire circuit. 


5. Exterior Finish 


The exterior finish shall be that com- 
(Please turn to next page) 


EDITOR’S NOTE 
The accompanying specifications on ranges, eee and tank 











water heaters have just been submitted to electrical appliance manu- 
facturers. They cover the requirements for products to be financed 
by the Electric Home & Farm Authority, a subsidiary of the Ten- 
nessee Valley Authority, in those seven states lying within the 
Tennessee Basin. Distribution is to be confined to regular whole- 
sale and retail distributing outlets. Prices on these “TVA models” 
are expected to be somewhat below present market levels in 
keeping with the avowed of TVA executives to tap a 
new income market and aid in the wide-spread distribution of cur- 
rent consuming appliances. The specifications, as given above, have 
been worked out with the manufacturers. The EH&FA reserves 
the right to work out advisable changes or improvements, on a 
cooperative basis with the manufacturers. 
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monly designated as full porcelain 
enamel, defined as follows: 

(a) Cooking surface, oven top, 
splashers, door panel, switch cover and 
other exterior exposed panels shall be 
nnished in_ light-colored porcelain 
enamel, except any of the rear exposed 
parts. 

(b) Any exposed parts of the base 
frame shall be finished in light-colored 
baking enamel. 

(c) Legs shall be finished in light- 
colored baking enamel. 


6. Legs 


The supporting legs of ranges shall 
be made of cast iron or pressed steel, 
each securely fastened to range by not 
less than three 4” screws or bolts. If 
construction of range is such that other 
types of leg construction are employed, 
they may be acceptable providing as 
rigid an assembly results as herein spec- 
ified. If the legs are made of cast iron 
they shall be not less than 4” in thick- 
ness. If of steel, they shall be not less 
than .078” in thickness. It is impor- 
tant that when the legs are attached to 
the base or band of the range that a 
rigid assembly will result which will 
be free from play and loose connections 
and which will maintain that contact 
indefinitely. 


7. Oven 

Each range shall be equipped with 
an oven which shall have inside dimen- 
sion with the door closed of not less 
than 14 high” x 14” wide x 174” deep. 

The oven lining shall be of enameling 
sheet not less than .031” thickness, fin- 
ished inside and out in ground coat 
porcelain enamel. The oven lining shall 
have no open joints and be so con- 
structed that moisture from cooking in 
the oven with the vent closed will not 
be forced through any joints into the 
insulation where it will cause rusting 
and deterioration of the casing parts. 
The oven shall be equipped with a suit- 
able vent located in either the top or 
back to permit the escape of steam. The 
vent shall be so constructed and located 
that moisture will not condense under 
normal operating conditions on the wall 
at the rear of the range or water drip 
on the floor. Each oven shall be 
equipped with a unit or units which 
make possible satisfactory baking, broil- 
ing and roasting operations. Oven heat- 
ing units shall be readily removable 
without the use of tools. Oven units 
shall be equipped with bayonet type 
contacts (flat or round) which shall be 
located outside of the heated zone. The 
contacts shall be protected from grease 
or moisture from the oven depositing on 
the metal parts. This oven shall be 
equipped with a baffle over the oven 
units to properly distribute the heat in 
the oven. The oven unit shall be so 
located and protected from the oven lin- 
ing below it so that no observable craz- 
ing or deterioration of the lining takes 
place if the oven is operated for 12 
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hours with the oven temperature main- 
tained at 550°F. The same specification 
shall also apply to the porcelain enamel 
finish, if used, on the baffle. The oven 
shall be suitably insulated to keep the 
heat loss below that specified in Para- 
graph 8. The insulating material used 
shall show no deterioration after 48 
hours heat run of the oven at 550°F. 
The oven shall be equipped with two 
baking racks of steel wire with tinned 
or nickel plated finish and with porce- 
lain enameled steel or non-ferrous metal 
broiler pan and tinned steel rack. 


8. Oven Performance 


Heat Loss. The oven shall be tested 
for heat loss by allowing it to operate 
under maintained temperature control 
at approximately 450°F with the lower 
oven unit on minimum wattage for a 
period of not less than six hours. The 
watt hours input shall be measured 
beginning with the 2d hour and ending 
with the 6th hour. The oven heat loss 
shall be not greater than 625 watts with 
the oven temperature at 375°F above 
room. 

Pre-Heating. With maximum watt- 
age the oven shall raise the oven tem- 
perature 375°F above room temperature 
in not more than 12 minutes. 

Oven temperature shall be measured 
with a thermo-couple of wire diameter 
not greater than .032” located at the 
center of the oven. 


9. Automatic Control 


Each range shall be equipped with 
the necessary devices which will result 
in automatic control of the oven heaters 
and permit cooking operations in the 
oven to be accomplished by maintained 
temperature. The devices employed in 
the automatic control of the oven shall 
be simple in design and rugged in con- 
struction so that they will require a 
minimum amount of maintenance. Each 
oven shall be equipped with a device 
which will indicate temperature of oven, 
or when oven has reached the tempera- 
ture selected. This device may be an 
integral part of the oven temperature 
control or may be a separate device. 
All such devices, however, should be so 
located upon the oven that they will 
function properly and at the same time 
will not unduly encroach upon the cook- 
ing space in the oven and be inclosed 
and protected so that they will not be 
damaged or rendered inoperative by 
rough contact with cooking utensils or 
grease encountered in the oven. The 
exterior mechanism of these devices 
shall be so located and protected that 
heat from surface units or moisture 
from surface cooking operations will 
not impair the electrical mechanism or 
destroy its calibration. No facilities 
will be provided for time controls but 
the body shall be provided with the 
necessary holes so that time control 


outlets and wiring can be added in the 
field. 





10. Radio Interference 


There shall be no objectionable radio 
interference on an alternating current 
radio set connected to same circuit as 
the range. 


11. Oven Thermostat 


The thermostat shall be provided with 
a graduated scale with a range of tem- 
peratures not less than 250 to 550° F. 
During any cycle of operation, the 
average internal temperature of the 
empty oven shall not differ by more 
than 30° F from the corresponding ther- 
mostat setting. 

Readings of temperature shall be con- 
tinued until stable thermal conditions 
are attained. The “average internal 
temperature” shall be taken as the aver- 
age of not less than 3 consecutive max- 
imum and minimum sets of observed 
temperatures (after not less than 2 
cycles) corresponding to those attained 
as the result of the “make” and “break” 
operations of the thermostat, these tem- 
peratures to be obtained within 10 sec- 
onds after the “make” or “break” of 
the thermostat. 

The average temperature of the air 
in the oven shall be measured with not 
less than 5 thermocouples uniformly dis- 
tributed in a horizontal plane midway 
between the under surface of the broil- 
ing element and the upper surface of 
the baking element, or the upper surface 
of the deflector plate. The thermocouple 
wires should be not larger than .032” 
and shall be brought out of the oven in 
such a manner as not to alter the normal 
ventilation characteristics of the oven. 


12. Door and Door Frame 


Door frames, door linings and front 
frames if constructed of sheet steel 
lighter than .062” shall be formed or 
reinforced with other metal parts welded 
or riveted to prevent warping from heat 
or distortion from service. Door frame 
and lining shall be rigidly held together. 
Door frames and front frames when 
made of cast iron shall have thickness 
of not less than 4” and so ribbed to pre- 
vent warping from heat. Drop doors 
shall be provided with spring, counter- 
balance or friction control. Drop doors 
when opened fully should lie and remain 
in open position. 

Door latch shall be provided that will 
hold door firmly closed. 


13. Surface Units—Open Coil Type 


The cooking top shall have two units 
with heated surface 53” to 64” diame- 
ter and 1,000 watt rating and one unit 
of 8” to 8}” diameter of not less than 
1,500 or more than 2,000 watts rating. 

The resistance wire used shall be of 
the best available grade of 80% nickel 
—20% chromium alloy as defined by 
A.S.T.M. specifications. 

The wire size in the 1,000 watt units 
shall be not less than .025 diameter and 
in the 1,500 watt size not less than .032 
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diameter and in a 2,000 watt rating not 
less than .036 diameter. 

The heater bricks used shall be of 
high temperature porcelain and shall be 
capable of withstanding a test consisting 
of heating them in a furnace to 1,200°F 
and immediately quenching them in 
water at room temperature with no 
cracking or spalling. 

The heating surface shall not be 
warped more than ve” from level. 

The heater bricks shall be mounted 
in a supporting pan of steel of not less 
than .025” thickness finished in ground 
coat porcelain, nickel or chromium plate. 
The connections between the resistance 
wire and a terminal connection shall be 
brought out to a point, where the ulti- 
mate temperature, uncovered at normal 
watts, shall be less than 850°F unless 
this connection is welded or brazed. If 
copper lead wires are used to the 
terminal they shall not be exposed to 
temperature in excess of 500°F under 
the same conditions. 


14. Switches 


Each surface heating unit shall be 
controlled by a three heat reversible 
load balancing indicating snap switch. 


Each oven shall be controlled by a single 
snap switch suitable for the purpose. 
All switches shall be listed by the 
Underwriters’ Laboratories for the pur- 
pose to which they are applied and shall 
have a rating of not less than 15 am- 
peres—125 volts. 

Switches shall be capable of complet- 
ing 20,000 cycles at 6 R.P.M. while 
carrying 20 amperes. 

Switches shall be protected by a baffle 
against any spillage from the surface 
units coming in contact with switch 
mechanism. 


15. Appliance Receptacle 

No appliance receptacle will be re- 
quired. 
16. Crating 


Each range shall be substantially 
crated to conform with the specifica- 
tions of the Railroad Freight Inspection 
Bureau. 


17. Drip Tray 


A drip tray shall be furnished to 
catch and hold all normal spillage which 
may pass through the surface units. 





This tray shall be of enameling steel 
with ground coat porcelain enamel fin- 
ish or of any non-ferrous metal. It 
shall be removable from the front of the 
range. 


18. Instructions 


Suitable instructions shall be fur- 
nished with each range which fully 
explains the operation and care of the 
range. This shall particularly describe 
the operation of the automatic oven 
control for obtaining the most econom- 
ical and satisfactory results. 


19. Guarantee 


Each manufacturer furnishing ranges 
under this specification shall furnish a 
written guarantee to the effect that any 
part, except porcelain enamel proving 
defective in workmanship or material 
during one year from the date of instal- 
lation will be replaced free of charge. 
No allowance for labor will be made. 


20. Electric Home and Farm 
Authority Identification 

Each range will be furnished with an 
emblem as specified by the Electric 
Home and Farm Authority. 





ELECTRIC REFRIGERATORS 
(Continued from page 46) 





of the conventional 4 foot cabinet with 
shelf area of 8 square feet, then in that 
event such cabinet may be of less than 
4 cubic feet of net food storage volume, 
re in any event not less than 2.5 cubic 
eef. 


6. Exterior Finish 


The exterior finish of the cabinet 
shall be at least two coats porcelain 
(one ground coat and one cover coat) 
or adequate lacquer or Dulux, or equiv- 
alent finish, on steel. 


NOTE: The porcelain finished cabinet 
will be financed anywhere in 
the territory of the Electric 
Home and Farm Authority’s 
operations. The lacquer, Du- 
lux or equivalent finished cab- 
inet will not be financed except 
in territories hereafter approved 
by the Electric Home and Farm 
Authority, which territories 
will not include the coastal 
region or any region below the 
frost-line. 


7. Hardware 


The hardware shall be of substantial 
design and of sufficient strength. It may 
be made of brass stampings, castings or 
forgings or of die cast zinc base metal 
suitably finished by plating with heavy 
duty nickel and chromium, or other 
suitable materials. The hinges and 
latches shall be so attached to the frame 
and door as to reduce to a minimum the 
tendency to warp or sag. 
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8. Frame Construction 


The frame construction shall be rigid 
enough to withstand, without damage, 
shipping, handling and all ordinary 
usage and may be made of all steel or 
wood re-enforced by steel. 


9. Insulation 


The insulation must be the equivalent 
of 14 inches of material having a ther- 
mal conductivity (K factor) not greater 
than 0.28 B.t.u. per hour per square 
foot per inch thickness per degree 
(F) temperature difference. The insula- 
tiorr must be water-proofed or sealed to 
prevent moisture penetration to the in- 
sulation space and the insulation must 
be installed in a permanent manner to 
preclude the possibility of distortion, 
sagging, or the occurrence of air pock- 
ets in which moisture might accumu- 
late or which might affect the insulating 
qualities of the insulation utilized. 


10. Interior Finish 


The interior of the food storage space 
shall be two coats porcelain (one ground 
and one cover coat) on steel. 

The food shelves shall be welded steel 
construction, coated with a non-corro- 
sive material and shall be rigid enough 
to support the food load. 

The shelf supports shall have suffi- 
cient strength. 

The ice cube freezing trays shall be 
made of anodized aluminum or heavily 
tinned copper or brass. 


11. Performance 


When tested in accordance with the 
procedure in the National Electrical 
Manufacturers Association proposed 
Test Code for electrically operated re- 
frigerators, draft dated February 2, 
1934, the complete refrigerating unit 
shall, in a 100°F room, maintain an 
average cabinet air temperature under 
50°F and shall freeze not less than 3 
pounds of ice as cubes in not less than 
two trays in five hours, and, in a no- 
load test, the kilowatt hours consumed 
per 24 hours will be not more than 2.2. 


12. Radio Interference 

There shall be no objectionable radio 
interference on an alternating current 
radio set connected to same circuit as 
the refrigerator. 


13. Motor 

The apparent efficiency, efficiency, 
power factor and starting current on 
the motor shall meet the requirements 
as contained in the standards of the 
Motor and Generator Section of the 
National Electrical Manufacturers As- 
sociation. 


14. Temperature Control 

The refrigerating units must be 
equipped with an automatic tempera- 
ture control with manual adjustment. 


15. Condensing Unit 

The compressor shall be of such 
design and construction as to provide 
ample bearing area, proper clearance, 
safe speeds, oiling, sealing, etc., and to 
insure a mechanically sound unit which 
will give successful operation and long 
life with a minimum amount of servic- 

(Continued on page 74) 
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looking at 


4 \HE story is told of a salesman of sour stocks 
who was painting gaudy word-pictures of fabu- 
lous wealth won by the fortunates of finance. 

“Look!” he perorated, “Look at Morgan and Rocke- 

feller!” 

To which the prospect meekly replied, “I am looking 
at ham and eggs.” 

* * * 

NCANDESCENT lamps are the ham and eggs of 

the electrical merchandising trade. 

It is not of record that anybody ever got very rich 
on ham and eggs, but also it is of common knowledge 
that there is plenty of nutriment in them. Similarly 
with lamps. 

From the standpoint of the utility the best guess 
is that they account for about 60 per cent of the 85 
billions of kilowatt-hours of energy annually generated. 
From the standpoint of the lamp dealers (wholesale and 
retail) they account for some 90 million a year in 
volume and roughly 10 million a year in gross profit 


Electrical Merchandising, March, 1934 














Pee 8 





















Frank B. 
Rae, Jr. 


Ham 


on somebodys’ cash registers. These estimates are the 
shrewd guesses of people who ought to know. Actual 
figures do not exist. 

But—and here is something that too many of us 
fumble—the real advantage of lamps to the utility is 
not in the current consumed but in the way the lamps 
are employed when they consume this current, and the 
real gam to the retailer is not in the dollar volume or 
gross margin but in the fact that lamps create store 
traffic and store traffic is the very life-blood of trade. 

When you look at lamps from this angle, the whole 
sales scene changes. The utility becomes engrossed not 
in the sale of lamps but in selling better light for better 
sight, well knowing that when the customer is thor- 
oughly sold on right light the sale of more lamps fol- 
lows as a caboose follows a freight train. And (point 
number two) the dealer who uses his lamp counter to 
swell his store traffic is interested not so much in the 
six cents he may net on a couple of bulbs as he is in 
the fact that the insignificant bulb-buyer is a potential 
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Unemployed group making 
house-to-house canvass of Rock- 
ford, Ill., this month in an effors 
to sell at least 35,000 lamp bulbs. 


The directors of the Rockford 
mazda lamp activity left to 
right: Nathan E. Jacobs, Ad- 
vertising; A. P. Lewis, Sales 
Manager; Harry White, GE 
Incandescent Lamp Dept., Mid- 
land Div.; Keith P. Hankins, 
Charge of Mazda Lamp Activity. 


and ccs 


customer for some other electrical item that may net 
him six dollars or sixty. 

Then, you have only to give the lamp sales kaleido- 
scope a slight twist to get still another pattern. When 
the utility begins to think of lamps in terms of current 
consumption it quite properly recognizes lamps as the 
most powerful magnet to draw the public into stores 
where major current-consumers are sold, and so instead 
of diddling around in an attempt to make a few pennies 
of lamp profits itself it steers the lamp buyer dealer- 
ward in the hope that not only lamp sales but other 
appliance sales will result. 

This seems to be the present enlightened tendency. 
And the dealers, not to be outsmarted by the utilities, 
tie in with such a policy with considerable enthusiasm 
and success: they get the lamp sales and the store traffic 
which lamp sales bring to them, and from this store 
traffic they extract substantial profits on other elec- 
trical items. 

These ideas and practices are not, of course, as yet 
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universally adopted. For example : 
* * * 

URING the past 7 months or so, 516 cities in this 

country having populations of 10,000 or over have 
conducted lamp selling campaigns aggregating many 
millions of units. The time was ripe for such activities. 
During the past three or four years we have all been 
living off the pantry shelf, buying nothing much that 
we could get along without. By robbing» sockets in 
cellar, attic, closets and guest room we have managed to 
get along without a lot of lamps during these lean 
years, and so the recent lamp selling campaigns went 
over big. And a lot of them caused grief, anguish and 
protanity. 

Naturally. 

Because many of these campaigns were utility activi- 
ties of the all-employee type, which means that every- 
body from the president of the company down to the 
water-boy of the line gang—including their wives and 
their sisters and their aunts—scurried round frantically 
imploring their friends and neighbors and tradesmen 
fergawdsakes to buy some lamps. And of course a lot 
of the tradesmen sold lamps themselves, and a lot of 
the friends and neighbors worked for tradesmen who 
sold lamps, and the inevitable result was high blood 
pressure among many citizens. 

Now, all this is pretty foolish when you come to 
apply simple arithmetic to the proposition. For, as we 
previously advanced, the prime objective of the utility 
is load and the prime objective of the merchant selling 
lamps is additional store traffic, and when the utility 
takes store traffic away from the appliance merchant it 
is also taking important potential load away from itself. 
Sure, the utility argues, but we gotta fill those empty 
sockets, and nobody can quarrel with that, but why 
not fill ’em to the best advantage ?—why not expose the 
empty-socketeers to the added jeopardy of buying a 
refrigerator 7—why fill a socket and hang out an ice 
card ? 

. 2 

OWEVER, a substantial number of utilities have 

been operating their recent lamp campaigns with 
the farther-sighted objective’ in mind. They have filled 
the empty sockets because that is the job they set out to 
do, but also they have filled the appliance dealers’ stores 
with lamp-buying traffic which means thousands of cus- 
tomers exposed to the lure of additional wanted electrical 
equipment. 

Consider Central Illinois Electric & Gas Company: 

The economic situation in Rockford is tough. Here 
is a smart little city whose leading industry is fine 
furniture and, times being what they have been, the 
market for fine furniture is shot. It is said that Rock- 
ford enjoyed the second worst depression condition of 
any city of its size or over, which means that there are, 
even yet, plenty of unemployed, plenty of hard-ups and 
plenty of merchants keeping books in which all entries 
were made with red ink. 

Starting under these not-so-hot circumstances, sales- 
manager A. P. Lewis of C.1.G.&E. “scum a scheme,” 
the simple essentials of which were these: 

(1) Line up every Mazda lamp dealer in town. 

(2) Hire unemployed as door-to-door solicitors work- 
ing under supervision of utility’s experienced salesmen. 

(3) Every order for lamps secured carries the cus- 
tomer’s preference as to which dealer shall fill it. 

(4) Dealer delivers, collects and pays salesman’s 
commission. 


(5) Total net profit of utility lamp sales during the 





activity to be pooled in a jack-pot, to be later distributed 
pro rata to dealers whose sales exceed those of same 
period of previous year. 

(6) Utility offers prizes for lamp window displays 
by participating dealers. 

Of course there were a lot of details which had to be 
considered and conditions predetermined, but the above 
six points just about cover the essentials. Boiled down, 
the utility paid for promotion and competitive prizes, 
assumed the grief of management, gave back to the 
dealers all net profit on lamps which it sold during the 
activity and considered itself winner on the added load. 

et 

oo about the jobless hired to do the canvassing : 

There were 22 of them—20 men and 2 women— 
each furnished with a letter of identification and recom- 
mendation from the Chamber of Commerce and—this is 
good—countersigned by the Chief of Police. That made 
the campaign a civic enterprise and safe. Ministers of 
churches, the local relief agency and the American 
Legion nominated the applicants, they were given a 
brief course of sprouts in lamp sales jargon, and turned 
loose under command of three regular salesmen of the 
utility, with a general supervisor at headquarters. 

The utility put on a generous promotional campaign 
in newspapers and by radio, filled 5 of the company’s 
18 windows with lamp trims, displayed cards and ban- 
ners in street cars and on trucks. The company auditor 
probably got a headache, but the campaign was a suc- 
cess. (And this writer might interpolate that auditors 
get their pay out of successes, most of which they swear 
spell ruin.) 

Mr. Lewis climaxed the campaign with a dinner to 
the participating dealers, awarded the window display 
prizes and passed out $714.49 of jack-pot money to 
18 highly pleased lamp agents. This sum was realized 
upon 1704 sales where the customer expressed prefer- 
ence for dealing with the utility: the other 2443 sales 
went to dealers by customer preference. An electric 
store received $201.82 of this jack-pot money, a hard- 
ware merchant $172.22, the rest averaged $21.34 each. 
These bonuses paid all the commissions of the sales- 
people and a good portion of the delivery expense. The 
sales grossed 240 per cent of the hoped-for quota of 
one lamp per residence meter. 

S Se 

S I see it, the moral of this story of the Rockford 
activity is that (a) the utility was successful in 
putting out 2.97 lamps totalling 133.7 watts per domestic 
meter, and (b) that they made direct contacts between 
their 18 leading appliance dealers and 2443 electricity 
customers. Thereby the utility gets the load and the 

merchants get the traffic, and both win. 

Directly nobody got rich on the transaction, of course. 
The sales averaged less than $4.00 gross each, but there 
were almost 150 sales per dealer on the average, and, 
again on the average, that means that each dealer had 
3 chances per day for 60 days to apply his salesman- 
ship, if any, to selling these lamp buyers ranges or 
refrigerators or ironers or irons or any other juice- 
chewing appliance on which both he and the utility make 
real money. 

Which, it seems to me, is the real nubbin of a long- 
vision lamp sales policy. Lamps are our mercantile ham 
and eggs. Nothing spectacular about em. They are not 
get-rich-quick merchandise. But they are a very, very 
staple item in the electrical dietary from which we can 
extract plenty of old-fashioned nutriment when we dish 
‘em up right. 
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“TAKE IT EASY” WITH YOUR 
QUICKER SALES UNDER THE 
NEW DEAL 


By Jacque O. Birdsall 


Sales Manager, George S. Hards Electrical Company 
South Hills, Pittsburgh, Pa. 


(As told to Norman L. Park) 


N THE dark days of the depression 

most salesmen, including myself, were 
so thankful for a commission on a re- 
frigerator or a washer that we sold the 
prospect in any legitimate way without 
too much concern about the future. In 
fact the future of everything seemed 
rather doubtful during that period. 

With confidence returned to the coun- 
try and everything looking up the intel- 
ligent salesman must adopt an entirely 
new psychology and a new style of han- 
dling the people whose names are in his 
card file. Unwise is he who “high pres- 
sures” a sale without a thorough study 
of the home into which the appliance is 
going. Now is the time to kill a sale 
that is “in the bag” if you have a sus- 
picion that the article isn’t exactly what 
the family should have and that the deal 
may react against you later. 

A short time ago I stopped the sale 
of a $150 radio that I had in a home for 
demonstration and which could have 
been easily put over with the familiar 
“high power” tactics. Let me show how 
| profited by sacrificing that commis- 
sion, 

One Saturday night an accountant 
with a Pittsburgh firm and his wife 
walked into our store to look at a Make 
“A” washer. We didn’t stock that make 
but after a five-minute talk I had them 
seriously considering Make “B” washer 
which we feature. The sale was com- 
pleted and they are very happy with 
Make “B”. 

A few weeks later this couple, while 
in to make a payment on the washer, 
took a fancy to a radio on display at 
the store. 

“That radio would take the place of 
the end-table we need, Helen, the hus- 
band said. I inquired about their present 
radio and learned that it was several 
years old and in bad condition. 

They expressed a desire to see how 
this radio would look in their home, so 
the next day I had it sent over and the 
aerial connected. I left it for several 
days to give them ample opportunity to 
make up their minds. Then one evening 
[ called for their decision. 

When I reached their house they had 
the old radio reconnected and were com- 
paring the tonal qualities of the two 
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sets. Their old radio is a make which 
has a reputation for excellent tone. | 
immediately realized that there was not 
much difference in tone between the two 
sets, and I knew that this was what was 
bothering them. 

They liked the appearance of the end- 
table cabinet and I am certain that I 
could have influenced them to buy with 
a hard-hitting sales talk on the new set. 
However, I looked ahead and saw that 
they would soon become dissatisfied with 
this radio on account of its tone. 

On the same visit I learned that the 
husband was in need of a surgical op- 
eration which would cost upwards of 
$100. 

“Mr. and Mrs. Smith, I wouldn't let 
you keep this cabinet even if you offered 
me cash on the line tonight,” I told 
them. “Mr. Smith needs the operation 
worse than you need a radio, and I will 
fix up the old model to do until you are 
in a position to get a new one. When 
that time comes I have a Make ‘C’ 
set which is just exactly what you need.” 

I took back the new radio, had the 
old set tuned up by our repair man, and 





brought them into the store for a dem- 
onstration of Make “C”. They liked it 
so well that they have placed an order 
for a $230 model. 

At the same time they gave me the 
name of a friend whose wife needed a 
new washer. A few days ago I delivered 
a $120 modei to that home. 

Here is another illustration with 
slightly different circumstances. 

Mr. Jones came into the store to look 
at a $22.50 mantel radio we had adver- 
tised. He liked the set, had the cash in 
his pocket to pay for it, and I could 
have sent him out smiling with the radio 
under his arm. 

Instead, he left the store without a 
radio but with an idea quite firmly estab- 
lished in his mind that he really should 
have a $175 Make “D” radio. 

In my conversation with him I learned 
that he had needed a radio for his home 
for some time. He had just gone back 
to work on a job that paid a fair salary. 
Out of his first few checks he had saved 
the price of a mantel set, saw the ad in 
a newspaper and took a sudden notion 
to buy one. 

I saw that he would soon be able to 
buy a much better radio, and I knew he 
would tire of the inferior tone of the 
22.50 model. A few days ago he came 
in and made a deposit on the more 
expensive radio that I demonstrated. 
Taking it easy had scored again. 

With family treasuries again being 
built up as a result of steady employ- 
ment, salesmen in the electrical field 
have before them a wonderful oppor- 
tunity to supply the backlog on irons, 
sweepers, washers, radios, refrigerators 
and the scores of other conveniences 


J. O. Birdsall (left) explains to his chief, George S. Hards, how he 


convinces prospective purchasers that this washer has superior merits. 
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which the American home now considers 
as necessities. The hour of golden op- 
portunity is at hand—if you will TAKE 
IT EASY. 

In depression years the electrical fiela 
got its share of men who found them- 
selves jobless in their own professions. 
Many of these used “fly by night” prac- 
tices and their mottoes often were “Say 
Anything for a Sale.” 

Most of these parasites have gone 
back to their former occupations and 
legitimate salesmen no longer have to 
compete with them. The NRA has 
given all of us new ideas of fair com- 
petition and fair dealing. Beginning 
now, the men who show the biggest 
yearly volumes will be those who sell 
$10 irons instead of $130 washers to 
families who can only afford to spend 
$10. 

As recovery becomes more _ pro- 
nounced the housewife who bought a 
$10 iron will be able to handle a $60 
sweeper or a $130 washer. The men 
who have an eye on the future and cre- 
ate good will by $10 sales will get the 
bigger deals when the proper time 
arrives. 

In my opinion there has never been 
a period in electrical appliance selling 
when it was more important to “go 
easy” than now. Rushing headlong 
into a sale now is as foolish for you as 
for an exhausted swimmer to grasp for 
a straw when he is close enough to shore 
to touch his feet on bottom. 

We no longer have to grasp for 
straws. President Roosevelt has drawn 
us into shore and we all know the value 
of placing our feet on solid ground. 

“Goodwill” is the foundation we musi 
build on. 

Don’t waste your time or risk your 
standing with a prospect by trying to 
“kill” a sale that a competitor has prac- 
tically completed. In the last two years 
when sales were so scarce many men 
fell into the dangerous habit of attempt- 
ing to stop any sale they heard of, using 
methods that could never be squared 
with the ethics of the game. 

Trying to stop a rival’s sale often 
turns out to be a disastrous boomerang. 
I had a Make “A” washer sold to a 
housewife, in fact had it in the base- 
ment of her home, when the supervisor 
for Make “F” washer learned that she 
was in the market. 

He called at her house and she told 
him that she had decided to take Make 
“A.” She didn’t reveal that it had al- 
ready been delivered. The supervisor 
made a strong but ineffective attempt 
to break my sale. He finally began to 
“pity” her because she wanted to buy 
such an allegedly inferior product as 
Make “A.” 

After leaving her house he called up 
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a friend who worked in the same office 
with the lady’s husband. This friend 
was asked to try to intervene, but when 
the husband learned what was going on 
he promptly put an end to it all. 

That salesman is definitely “out” as 
far as any future sales in this home are 
concerned. 

Because I kept strictly to truth and 
fair practice I am “in” and I have a 
hunch that I will be the first consulted 
when this couple buys an electric re- 
frigerator for a new home they are 
planning. 





F. LAIRD TOMPKINS 

President, F. W. Tompkins De- 

partment Store, Staten Island, 
i A 


NO REPOSSESSIONS 
NO DELINQUENTS 


The Refrigerator Record 
of F. W. Tompkins of Staten Island 


ACK in the days of mustache cups 

and celluloid collars, Frank W. 
Tompkins opened his own store. Tomp- 
kins admits now that on that day, Octo- 
ber 13, 1877, he “didn’t know the 
difference between a yard of calico and 
a yard of muslin.” 

The first customer to make a pur- 
chase bought only a tie, but Tompkins 
was more fortunate during that first 
day when an aunt arrived and purchased 
$8.00 worth of merchandise. 

From that day Tompkins has devel- 
oped the largest department store on 
Staten Island, and many of the patrons 
today are the third and fourth genera- 
tions to cross the threshold of the Tomp- 
kins store. 

By taking the latest or newest de- 
partment as an example it can be easily 
seen why Tompkins as an organization 


has flourished during the past fifty- 
seven years. The newest department is 
the major electrical appliance section 
which was added during 1933. This de- 
partment was opened on March Ist and 
up to Ocotober 15th the department had 
sold 140 Westinghouse refrigerators as 
against a much smaller quota. 

Mr. Tompkins is a firm believer in 
service and he has placed special em- 
phasis on the servicing of machines 
which he did not sell. As a result of 
the prompt and efficient handling of 
these people, he has been able to develop 
many new friends and new customers 
for his store. He has one man who 
specializes on refrigeration installation 
and service. This man alone takes care 
of the approximately 500 Westinghouse 
refrigerators in the district on service 
and is able to give them immediate at- 
tention on service calls. 

As a result of the excellent volume of 
business developed by his appliance sec- 
tion, Mr. Tompkins states that business 
for the store is twenty percent ahead of 
1932. 

In all their refrigerator deals they 
have never had a repossession and never 
a delinquent payment. This is largely 
due to the fact that the credit of each 
prospect is very carefully checked 
through every possible medium before a 
deal is closed. Every refrigerator is sold 
at full list price—no discounts are al- 
lowed. There are five men in the re- 
frigeration department. Mr. William 
Quinlan is supervisor and the salesmen 
are George Helt, Ray Emde, Harry 
Wilson, and Frank Wicham. The men 
work in open territories with specific 
sections for canvassing. They secure 
leads from canvassing, from users, from 
shoppers in the store, and from prospects. 
brought into the store by the refrigera- 
tion newspaper advertising. 

Their mainstay on advertising is 
newspaper space. They prefer to rede- 
sign their advertisements to standard 
type of treatment used in their general 
store advertising. Another point is that 
they always advertise price. 

In the territory served by the store 
there are 35,000 homes which have 11,000 
refrigerators. 

Salesman Wicham has built up a file 
of friends and customers that he had dealt 
with in his years of selling on the island. 
This list now totals nearly 5,000. At 
Christmas time he sends a card to each of 
these people and, in many cases, sends 
birthday and holiday cards to them dur- 
ing the year. 

Another plan which he has used suc- 
cessfully on cold canvass is to have his 
wife phone the people on the street he is 
to canvass, asking housewives to notify 
the Westinghouse man when he calls to 
phone his office. By this stunt he im- 
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mediately gains recognition and identifi- 
cation. The Tompkins Department 
Store is managed by F. Laird Tompkins, 
President ; Livingston Tompkins, Vice- 
President; Elmer C. Christian, Treas- 
urer ; and Mr. C. T. Hoffacker, Advertis- 
ing Manager. 

One of their plans for constant sales 
promotion is the establishment of part 
of their balcony as free space in which 


WOULD SALARIES 


Some sales managers’ 
views on allowing 
salesmen 

hair cut and 

shoe shine money 


ANSAS CITY once had an old 

time sales manager who made a 
practice of giving his hungry new sales- 
men a small advance, with the re- 
mark, “This is to iron the wrinkles out 
of your belly.” Transferring outside 
men from straight commission to salary 
seems to recognize the cakes and coffee 
angle. Something that will permit the 
boys to keep their pants pressed, hair 
cut and shoes shined. 

However, there is no gainsaying that 
companies considering switching sales- 
man to a salary basis must change their 
tactics of sales managing. The expense 
set up in anticipation of sales is enough 
to make many an organization right- 
about-face. The experience of one mid- 
western official who has worked outside 
salesmen on a salary basis for more 
than twenty years may be taken as an 
indication of what may happen. “Pay- 
ing salaries to outside salesmen makes 
necessary three distinct innovations in 
management,” he said. “They are as 
follows: 

1. More careful selection of salesmen. 
This idea of hiring every man and get- 
ting a 500 per cent turnover is out. 
Firms will be more critical of a man’s 
command of English, personal appear- 
ance, cleanliness, intelligence and past 
record before taking him. The advan- 
tage will go to experienced men. 

2. Education. An organization paying 
salaries to outside salesmen is going to 
operate a school and see to it they know 
their stuff before going to work. The 
days of letting the public knock it into 
them are over. 

3. Closer outside supervision. Instead 
of letting men run wild, as customary 
on a commission basis, the new sales- 
manager is going to put supervisors on 
the outside men who will see they make 
the maximum number of contacts in a 
day.” 

A more dependable and trustworthy 
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women’s clubs may hold their card 
parties. The store furnishes prizes and, 
in this way, has built up considerable 
good will. Approximately 5,000 women 
attended these card parties during 1932. 

Another plan is the presentation of 
free entertainments for children. They 
hold recitals and performances by local 
pupils and occasionally present outside 
attractions such as trained animals, etc. 


HELP? 


type of salesman will appear in the field 
if salary provisions were introduced, he 
believed. One of the evils of commission 
selling has been the ruthless exploitation 
of salesmen. In the real estate field 
especially the system became an evil 
with the salesman used merely as a 
means of a decoy for friends and rela- 
tives before he was dropped. In turn 
such men damaged the reputation of the 
firm by using any means of getting 
business. Hit-and-run salesmen fouled 
the nest everywhere. 

The head of a vacuum cleaner sales 
group said he thanked his lucky stars 
that he had kept such accurate figures 
on the sales production of his men. “If 
the salary provisions of the retail code 
had been enforced we simply would 
have cut off the outside salesmen whose 
earnings had not been sufficient to put 
them in the salary minimum class. We 


would put a supervisor out with the 
boys in order to keep them hitting the 
ball from sunrise to sunset. With fewer 
people making contacts it is necessary 
that those who do work must make 
more.” 

“Hair cut and shoe shine money,” 
declared another sales-manager, “gives 
a company a surprising control over 
the activities of the men. It is almost 
impossible to get any cooperation out of 
men on a straight commission basis. 
With everybody gunning for real pro- 
ducers, we have to handle them with 
gloves if we pay them nothing but a 
commission. We get no reports, know 
little about the men. A small salary 
changes the picture entirely. You can 
then have your men make sales reports, 
call where you want them to, put them 
in territories and in short, govern them.” 

Department stores that permit their 
outside men to put a certain percentage 
of their time in on the sales floor often 
pay their salesmen minimum salaries, 
the buyer of a chain department store 
told Electrical Merchandising. With 
one to three days on the floor the out- 
side man can earn his minimum salary 
easily. Working the balance of the week 
following up leads, he can earn enough 
on a commission basis to give him a 
real income. 

“We have split time this way over a 
period of years and find it highly stimu- 
lating to the six or seven men we have 
to each store,” declares this buyer. 





SHOE SHINE MONEY 
Some sales managers think small salaries would stop salesmen worry- 
ing about those trifles. 





























The illuminated mirror 
installed in the main en- 


try hall. 


The electric kitchen. Note 
its neat design with am- 
ple cupboard space and 
lighting facilities. 


At Mansfield, O., the Westinghouse Com- 
pany have built an 8-room modern electric 
home with a connected load of 87 kilowatts 

a visualization of the market and 


scope the appliance business presents 


Additional m on page 45 

















The serving cart. This unique, elec- 
trically equipped cart has sufficient space 
to contain all the food and dishes needed 

for a meal. 





An automatic sliding door leads into 
the dining room from the serving pantry 
thus making it possible to walk directly 

through the passage way. 











An electrically equipped drying cab- 
inet ts an interesting part of the kitchen 
equipment. Towels and dish cloths are 


always out of sight. 
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A corner of the laundry showing fa- 
cilities for hand ironing. Note flush 
panel for illumination at left top of pic- 


ture. 





Serving pantry designed for parties 
on those occasions when it is not de- 
sirable to use the facilities of the kit- 

chen. 


Built-in electric ironer in the laundry. 
Note racks for holding finished clothing 
on cither side. The washer unit is also 

built-in, 











ashers need. . 


It’s easy to sell Easy from 
the main display room of 
the Grand Rapids Good 
Housekeeping Shop. The 
door in the background 
opens on the special demon- 
stration room. 


pecialty Selling and 


HERE is one word which accounts for the Good 
Housekeeping Shop, 25 Division Avenue, Grand 
Rapids, Michigan, selling 12,000 washing machines 

in the 15 years of its existence. 

That word is “Service.” 

Not just the common garden variety of service, but a 
repair department which is among the best equipped in 
Michigan. When salesmen go canvassing, they are sell- 
ing the service department first. That is their entering 
wedge in a sales program which even in January of this 
year enabled the company to sell fifty washers and do a 
gross business of $3,000. In few other shops do service 
and sales dovetail as closely. 

Selling 12,000 washing machines in 15 years means 
averaging more than 100 units a month; means that dur- 
ing 1928 for months on end sales were above $10,000 
every thirty days. When you stop to think that of the 
total, more than 90 per cent were of one line (Easy) the 
record is all the more remarkable. 

There is another phrase which helps account for sales. 

“Do one thing and do it well.” 

Instead of attempting to sell a long list of household 
appliances, the Grand Rapids Good Housekeeping Shop 
sellS only washing machines. True, some ironers (Easy), 
flatirons (Hotpoint) and mixers (Sunbeam Mixmas- 
ters) are sold, but in comparison with washing machines 
the number is small. 

“We believe in confining our sales efforts to one or two 
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The heart of 
Good Housekeep- 
ing Shop is the 
service division 
around which all 
sales are built. The 
department keeps 
four men busy dur- 
ing rush periods, 
with repairs made 
on all varieties of 
washing machines. 
A $200 stock in- 
ventory of parts 
and equipment is 
carried for the 
service division. 





SERVICE ‘i 


in the Good Housekeeping 
Shopat Grand Rapids, Mich., 
they get both . . . Here 
is the story of how one 


dealer does a_ creative 


a. 


washer selling job | 


By 
Robert G. Silbar 


A special demonstration room, equipped with laun- 
dry tubs, hot water and clothing enables the Good 
Housekeeping Shop to display washing machines under 
actual working conditions. Glass-lined demonstrators j 
are used in the room. E. C. Sharrow, sales manager, } 
(right) explains operations of a washing machine to a \ 
prospect while J. E. Smitters, president, looks on. 
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Specialty Selling i 


items,” Evart C. Sharrow, general manager in charge of 
sales, said. “We want to sell washing machines and sell 
them well. We want to do one thing and do that better 
than anyone else.” 

First, however, salesmen working out from the Grand 
Rapids store sell service—sell $700 worth every month. 
Throughout western Michigan the Good Housekeeping 
Shop is known for its repair work on washing machines. 
If a washer breaks down, no matter what make, house- 
keepers resort to Good Housekeeping Shop, because they 
know it as a source for repairs; they've been told that by 
salesmen so often they are not going to forget. And 
the salesmen do not forget to sell new models either. 
Good Housekeeping Shop is estimated to sell more 
washers than other local companies combined, and more 
than 25 per cent more than its nearest competitor. 

The store was originally the Easy Washer Shop, be- 
ing a member of the Reid Stores, Inc., when founded. 
Eight years ago the present management took it over, 
changing its name. The store is independent of other ap- 
pliance shops of the same name, although it is run on 
much the same plan that Frank Hackett has so success- 
fully used in the Detroit Good Housekeeping Shops. 
J. E. Smitter is president and sole owner. Sharrow is 
in charge of sales, assisted by six salesmen. Altogether, 
13 persons operate out of the store. 

Salesmen have a definite number of calls to make each 
day. They must make 25 canvassing calls, five user calls, 
and as many calibacks and prospect calls as possible. It 
isn’t just to ring doorbells that the men canvass; it is to 
sell service. 

Housekeepers are told of the repair division of the 
company and the fact that if anything goes wrong with 


The flect’s nn! The 
four eye - catching 
motor-trucks used by 
the Grand Rapids Good 
Housekeeping Shop 
serve not only to deliver 
washing machines but 
to advertise the store 














The used washing machine department is 
separaied from the new machine department 
at the Grand Rapids Good Housekeeping Shop. 


their washing machines they can call Good Housekeep- 
ing Shop. Through selling service, the salesmen turn 
conversation into regular sales channels. They leave 
pamphlet material behind them. They remind owners 
of Easy washers that they should also have an ironer. 
To old owners they tell the story of the new Easy Spira- 
lator. And if the housekeeper is interested, they ask 
her down to the store to witness a demonstration. 

Following a factory program, salesmen in the course 
of their conversations with housekeepers secure the names 
of neighbors next door and for three houses up and down 
the street. Usually eight prospect names can be secured 
by this method for canvassing the next day. Thus sales- 
men do not have to canvass “cold-turkey,” as Mr. Shar- 
row expressed it. 

Definite districts of the city are assigned to salesmen, 
but they are not apportioned to cover the entire city. 
Territory is allotted by physical characteristics of the city, 
not by a set number of meter users. Certain open terri- 
tories remain, and if leads are secured by the store in 
those areas the names are given to salesmen as rewards 
for meritorious records. 

Because the men are selling service, they derive a 
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Machines reconditioned and repainted in the 
shop’s own service department are returned to 
the used washer department to await customers. 


commission on all service work brought in from their 
territories, whether they were directly responsible through 
canvassing or not. Thus, they are insured of a steady 
income. This form of commission is popular with the 
men and is responsible for added enthusiasm. Commis- 
sions paid salesmen range from 10 to 15 per cent, de- 
pending on products sold. Ten per cent is paid on all 
servicing work secured. 

Every Tuesday night the entire staff gathers in the 
store for a sales meeting. Pep sessions are called every 
morning at 8:30 o’clock during which time plans for the 
day are outlined, and problems which came up the prev- 
ious day ironed out. Major items are carried over to 
the Tuesday night meetings or given individual attention 
by company officials. 

One out of every five sales made by Good Housekeep- 
ing Shop is of used washing machines. The supply for 
such sales comes from trade-ins. Machines are person- 
ally appraised by Mr. Sharrow, with the price at which 
they can be resold carefully estimated. The cost of re- 
conditioning enters into the price offered. Recondition- 
ing is carried on right in the shop, the service division in 
the basement of the store thus saving the company 
money. Motors are rebuilt, parts supplied and models 
repainted before being returned to the sales floor. 

Good Housekeeping Shop has a special used washing 
machine display room, in the rear of its store. Here the 
reconditioned models are displayed, entirely separate 
from new models. The main display room to the front 
of the store is reserved exclusively for new models. The 
separation of used and new washing machines has a 
psychological effect on buyers, it has been found, those 
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J. E. Smitters,. president, stages an ironer 
demonstration in the Good Housekeeping Shop 
Actual laundry work is done by a woman assis- 
tant. After a customer has purchased a washing 
machine, salesmen know he will be in the market 


for an ironer some day. 


with slim purses not being shamed into purchasing be- 
yond their means by contrast between glittering new 
models and reconditioned machines. 

A unique demonstration room is directly responsible 
for many of the company’s sales. In an attractively dec- 
orated room floor salesmen can demonstrate models in 
actual use. Hot water, trays, and complete laundry 
equipment are available. A supply of shirts and towels 
are on hand. Nine pounds of clothes—the correct load 
for the Easy Spiralator—are ready for demonstrations. 

There is not much floor traffic at the store, as floor 
traffic goes. Instead, salesmen bring prospects to the 
store to see models demonstrated under actual working 
conditions. If necessary, a home demonstration is ar- 
ranged. Taking machines to homes, however, is avoided 
as much as possible to save overhead. Mr. Sharrow 
estimates it costs an average of two dollars for every 
home demonstration, with its attendant risk of failure to 
make a sale. The special demonstration room in the store 
saves this overhead, and as the room is used for at least 
two demonstrations a day $24 a week in demonstration 
costs alone are eliminated. 

Through Mr. Smitters a credit system is maintained 
which has enabled the company to have a very high per- 
centage of time sales carried to a successful conclusion. 
Repossessions total less than two per cent of gross sales 
a month. Credit is based on reports of the local mer- 
chant’s associations. A minimum down payment of $10 
is required on all machines. . This is twice the usual down 
payment on electrical appliances, most electrical stores 
operating on down payments of 10 per cent only. Even 
on used washing machines the Good Housekeeping Shop 
asks a down payment of $10. 
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et School 


‘Leachers 


demonstrate 


Refrigerators 


OWN at the end of a Missouri Pacific railroad 

branch line, in southwestern Kansas, is dealer 

Edson Scott (Kelvinator and Maytag). Kiowa’'s 
population of 1,500 dozes in the summer sun and th: 
white refrigerators sitting around the Scott shop might 
be so many tombstones commemorating the church- 
yard calm. 

Wondering how he might stir things up, Edson Sco‘t 
last year was looking out the front door when he saw 
Mrs. Inez Johnson, high school home economics teacher, 
pass. 

“How are you, Mrs. Johnson?” he called. “I’ve got 
an idea I'd like to talk over with you.” 

Net of the conversation was, Mrs. Johnson agreed to 
come into the store Saturdays and give demonstrations 
for Dealer Scott. So it came about a cooking school 
was started in a community so small that no distributor 
or manufacturer’s experts had ever even thumbtacked 
the place on the map. 

“Mrs. Johnson appeared for three consecutive Satur- 
days” sums up Dealer Scott. “We served from 400 
to 467 people, and the cost was around 2c. a person, in- 
cluding the paper dishes and spoons. These demonstra- 
tions enabled me to sell 35 refrigerators in Kiowa during 
my first year as an electrical dealer.” 


Teachers Available Everywhere 


HE tremendous punch and effectiveness of big city 

cooking school demonstrations have long been 
known. But like elaborate show troupes, it has always 
been too expensive to move these business-getting groups 
to small communities where volume could not be ob- 
tained in proportion to the cost. Possibly Dealer Scott 
has shown a way which will rank high in 1934 refrig- 
erator sales plans. Home economics instructors at least 
are willing: 

“I am interested in demonstrating electric refrig- 
erators,” says Miss Maude Evans, home economics 
teacher in Hoopeston, Illinois. “We have a number of 
home economics graduates in Rockford, Illinois, who 
would be glad to do this sort of work,” says Miss Helen 
G. Peterson, of the high school of that city. “I should 
be very happy to assist in electrical refrigerator demon- 
strations on Saturdays and during the summer months,” 


declares Miss Verana Rikli, home economics instructor 
in Hinckley High School, Illinois. “I believe home eco- 
nomics teachers everywhere would be interested in stag- 
ing demonstrations,” writes Miss Elizabeth Fairbanks 
of Arkansas State College, Jonesboro, Ark. “A good 
idea,” is the verdict of Miss Ann Roenicke, home eco- 
nomics instructor of Elizabeth, N. J. Capping all of 
this opinion is the approval of Dean Mary Pierce Van 
Zile of Kansas State College, which has the oldest school 
of home economics in America. Pp 

What opposition that has existed in the past from 
school boards has been swept away through failure of 
these worthies to keep abreast on salaries. From coast 
to coast schools are missing pay days, and this situation 
whets the eagerness of instructors to earn cash money. 


Mr. & Mrs. Edson Scott of Kiowa, Kan- 
sas, hired a school teacher to prime sales 
of washers and refrigerators. 
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Home 
Economic Experts 
Are Available 
In Towns That 
Cannot Afford 
Elaborate 
Cooking Schools 


Get everything measured out before 
the show starts, advises Miss Nell M. 
Shavely, home economist for R. 
Cooper, Jr., Chicago. 
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The school teacher who demonstrates will do well to 
“check” all big words and make clear to older women 
in the audience that they are doubtless better cooks.than 
she is, declares Miss Nell M. Snavely, home economist 
for R. Cooper, Jr., Chicago. 


How to do it 


‘6 plan a demonstration as I would a show,” 

Snavely relates. “Two a day, afternoon and even- 
ing, lasting 45 minutes apiece are about right. A girl has 
to be on the job at 9 at the store to get ready. In the 
first place she has to have everything set before the de- 
monstration starts, in order to keep the show going on 
at a brisk rate. Women get bored when the demon- 
strator fiddles with recipes. Therefore, the first thing 
that I impress on my girls is to have everything mea- 
sured out on trays in advance. 

“T get down in the morning and make up a batch of 
whatever I am going to let the crowd sample. For 
example, ice cream or a frozen salad takes some time 
to freeze, and during the demonstration I want to make 
up these dishes, pop them into the chilling compartment, 
and without interrupting my talk be able to draw out 
the finished products in a few minutes and give them a 
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taste. Of course it takes two sets of dishes to do it. 
Here’s a program for a good demonstration and the 
order and time it requires: 

(1) Two salads, one congealed, the other frozen. 
Perfection salad and frozen cheese salad are two good 


numbers. Time needed to prepare before crowds, 5 
minutes. 

(2) Ice cream base. First it is made up before the 
audience. Then I draw out the base which has been 


frozen durjng the morning, to show how it is when 
ready. Ten minutes. 

(3) Chocolate parfait. 
It takes ten minutes. 

(4) Next I jump into the ice cream, taking the base 
and mixing it with chocolate, vanilla or fruit, and pass 
around samples of the finished product. This takes 
about 20 minutes. 

The main thing for a school teacher to remember, 
concludes Miss Snavely, is not to talk over the heads 
of the crowd. They are assured of more sympathetic 
crowds than demonstrators, as these wives have heard 
of the teacher through their children, but an audience is 
made or broken by getting on a common ground with it 
in a few minutes. 


I mix this before the crowd. 
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FREE ELECTRICITY BASIS. OF 
WEST COAST APPLIANCE CAM- 
PAIGNS 


** ALL you can drink for a nickel,” 

as applied to buttermilk, or “All 
you can eat for 50 cents,” as regards 
a meal, are familiar enough. But “All 
the electricity you can use for no more 
than your last month’s bill,” is some- 
thing so radically new that it has the 
whole West coast talking. Dealers, 
used to the familiar corporation attitude 
of “protect the rates at all costs,” still 
can hardly believe it is true, and yet 
it is, and dramatically so, since around 
it is being built one of the biggest sales 
drives on electrical appliances that has 
yet been organized in the far west. 

Dynamic, tradition-busting A. Emory 
Wishon, manager of San Joaquin Light 
& Power Corp., and Midland Counties 
Public Service Corp., serving the great 
central San Joaquin valley and Pacific 
Coast area of California, has just 
launched this completely new deal for 
the customer and the dealer. Applied 
for Feb. 1, the California Railroad 
commission gave it approval and its 
blessing in double quick time, and the 
sale is on, beginning Mar. 15. 

For the two months of April and 
May, all domestic and commercial light- 
ing customers may use as much elec- 
tricity as they want for no more than 
the amount they paid in March. After 
June 1, all customers are entitled to a 
new revision of rates which brings them 
more quickly to a 14-cent rate, and 
where they install a peak load limitor, 
to a l-cent rate. 

There is a logical reason back of it 
all. In the first place, this power com- 
pany derives its power chiefly from 
hydro plants in the Sierra just east of 
it. During April and May the snows 
are melting and the run off is greater 
than at any other period. During the 
same period there is ample-water avail- 
able for irrigation, and the farm pump- 
ing load, on which the company depends 
for its bulk sales, is not to be had. This 
builds up a big surplus of generating 
power during these two months which 
otherwise would go to waste. The dis- 
tributing system, also, is built to handle 
a much bigger distribution than present 
demands. 

Street cars enter into this affair too. 
The company owns a little street rail- 
way down in Bakersfield which has 
been losing money for years. Last year 
an experiment was tried. Between the 
hours of 10 a.m. and 4. p.m., usually 
quiet hours, anybody could ride free. 
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The idea was‘ to fepopularize street 
car riding. After two or three months 
of this habit formation, the fare was 
brought down to 5 cents and the free 
rides. discontinued. Though the rail- 
way didn’t make money, the increase 
in riders was 300 per cent during the 
free ride period and when the fare 
went back to 5 cents, riders numbered 
100 per cent more than before. 

So it-is, Mr. Wishon feels, with elec- 
tricity’ There has been so much econo- 
mizing that people have to be shaken 
out of their penurious use of electric 
energy by something dramatic, spectac- 
ular. Agricultural conditions, from 
which the cutomers of this region derive 
their income, are improving. But un- 
less electricity is smashed to their at- 
tention by some unusual bombshell, the 
customers will still skimp on its use 
from habit. Therefore the two-month 
free electricity proposition—free beyond 
the actual use of the previous month. 
The company will still derive its usual 
revenue, but the customer will get a 
taste of unlimited use, and the hope is 
will like it enough to keep it up. 

After the two-month period, ordi- 
nary lighting consumers will be able to 
get onto the rate schedule previously 
reserved only for range users. This 
means a quick descent to the 14-cent 
rate. Range users, on the other hand, 
by the installation of a double throw 
switch or a load peak limitor, will get 
the benefit of a l-cent rate, after a pre- 
liminary block of 170 kw.-hr. 


Shock Troops Mobilized 


ITH such an opportunity making 

rate offer, blasting away sales 
resistance, the utility, through its 
merchandising subsidary, Valley Elec- 
trical’ Supply Co.. with manager H. H. 
“Kelly” Courtright as field marshal, is 
mobilizing electrical dealers in a cam- 
paign that promises to surpass any- 
thing of its kind in the balmiest days. 
Meetings of wholesalers, distributors, 
and dealers in every city and town are 
now being held. Distributors and 
wholesalers are moving stocks into the 
dealers’ stores for display and _ sale. 
The entire sales promotion and advertis- 
ing forces of the utility, the merchan- 
dising subsidiary, and of the “distrib- 
utors, are working as a unit to flood 
the San Joaquin valley with advertis- 
ing and promotion. 








H. H. COURTRIGHT 


The president of Fresno’s Valley 
Electrical Supply Co., is mobiliz- 
ing dealers to sell “free electricity.” 


“Kelly” Courtright even made a fly- 
ing trip East to awaken the national 
manufacturers to the sales opportunities 
which this new schedule and the big 
program will provide. Every manu- 
facturer is urged to obtain dealerships, 
get on the program, and participate. 

Advertising will use everything there 
is to use. Radio programs daily, a 
newspaper special electrical section each 
week, country newspaper spreads with 
tie-in advertising, broadsides to all of 
the consumers by mail, truck banners, 
billboards, bill stuffers and anything 
else that’s handy will be employed. 

The sales staff of Valley Electrical 
Supply Co., which makes no direct sales 
outside of Fresno, but sells for the 
dealers, will be augmented. The dis- 
play service, run by prize winning win- 
dow displayman J. U. Berry, will be 
enlarged and window display of dealers 
throughout both the utility systems will 
be keyed to the program. 

An idea of the sales opportunity 
which will be made by this two months 
free use offer can be imagined from 
such slogans as this: “Buy an electric 
refrigerator now—use it two months 
without the electricity costing you a 
cent.” “Install a range or a water 
heater now. The electricity ‘to run it 
will cost you nothing for two months— 
after that only 1 cent a kw.-hr.” “Re- 
lamp your store windows. Burn the 
lights all you want. It will cost you 
nothing extra for two months.” “Find 
out what a full use of electricity is 
really like. It won’t cost you a cent for 
two months.” 
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RADIO BROADCAST 
HELPED PG&E TO CURE 
REFRIGERATOR SLUMP 


é ILL a radio program really 

create sales?” It is a familiar 
question. The answer is quite apt to 
be different in each case, depending 
upon many factors. But one thing is 
certain. The radio program of the Elec- 
tric Refrigeration Bureau of Northern 
California WAS a success. There is 
proof of that, according to John Wrenn, 
Pacific Gas and Electric Co., chairman 
of the bureau. 

Refrigerator sales in 1933 were uni- 
formly lower than during 1932 until 
June. By June, the total sales were as 
much as 2,000 units behind the sales of 
1932. On May 23, the Bureau started 
on the air with two radio programs a 
week, once each week from each of two 
stations, KPO and KJBS. The pro- 
grams were a fifteen minute home eco- 
nomics talk by Lauretta La Marr, home 
economist for the Bureau, featuring the 
week’s suggested menu and recipes 
tor it. 

At the end of the talk listeners were 
invited to call at any electric refrigera- 
tor dealer and obtain a copy of the 
weekly menu and budget booklet en- 
titled, “Kitchen Secrets,” obtainable 
only from such dealers. These booklets 
were distributed by the Bureau through 
the refrigerator wholesalers of dis- 
tributors, imprinted with the name of 
the refrigerator and advertisement on 
the back page. Over 10,000 of these 
were printed each week. 

Wise dealers used these booklets as 
“door-openers” in canvassing prospects. 
Salesmen who made this use of them 
reported excellent results and their sales 
averaged higher than those of other 
salesmen not using this entrée. The 
booklet made excellent talking material. 
It contained a day by day menu of simple 
meals, with receipes for most of the 
dishes, and wound up with a week’s 
buying budget to provide the dishes ad- 
vised. 

The radio program started in late 
May. Sales were already beginning to 
slump from the seasonal peak. As a re- 
sult July sales shot upward to a new 
high, and the increase continued over 
the balance of the year, ending up 
with a yearly total of domestic unit 
sales of 19,380, or 2,600 more than total 
sales for 1932. The only drop in the 
curve occurred in September, when price 
advances were put into effect, but the 
last three months saw this obstacle over- 
come and better sales than in 1932. 
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OIL-O-MATIC GIVES 
AWAY COAL SHOVELS 


| y exchange for the privilege of mak- 
ing an oil heat survey of their 
houses, the Williams Oil-O-Matic Heat- 
ing Corporation is giving home own- 
ers in Chicago and suburbs free coal 
shovels. 

No strings are attached to the offer 
made in a color page in a Chicago 
newspaper. No purchase of any kind is 
required nor is there work to do. The 
coupon clipper merely has to be a bona 
fide home owner and presumably burn- 
ing coal. The shovel, delivered by 
salesmen as they make their heat sur- 
vey and presentation of Oil-O-Matic 
facts, represents a new “high” in pay- 
ment for interviews. On it are the 
words, “No shovel was ever made to 
fit a woman’s hand,’—a slogan often 
used by Oil-O-Matic and intended to 
be left behind as a reminder to the 
housewife if the sale is not made at 
the time of the first hearing. 

Chicago is the scene of a vigorous 
gas heat campaign and the shovel offer 
is a sensational step in answer to the 
competition. 


ELECTRICITY MAKES LIQUOR 


DEALERS SELL 380 
RANGES IN HUNT 
DRIVE 


HE annual fall range campaign of 

the Western Massachusetts Com- 
panies, ably sales-managed by Charles 
Golding, had a quota of 238 ranges. 
The year previous, 206 had been sold. 
When the drive was over, 380 ranges 
had been sold by the dealers. 

The campaign lasted seventeen weeks 
with no premiums or special offers to 
the public. It was in the form of a deer 
hunt, with a hunt supper for the win- 
ning dealers and a trip to Broadway. 
Three dealer trophies were awarded. 
They were won by The Home Utilities 
Company (Graybar-Crawford) whose 
salesman, Wilson Morrill, made the 
second highest standing with 23 indi- 
vidual sales; Breckenridge, Inc., (Gen- 
eral Electric) whose salesman, Charles 
Field, made the highest individual score 
with 28 sales in Pittsfield; and Griggs, 
Inc., (Universal). 

A manufacturer’s trophy was also 
offered and was won by Landers, Frary 
& Clark. 


FEEL 


OLDER 





EVERSING the monkey gland treat- 

ment, electricity is being employed 
by amateur drinkers and liquor houses 
to age their whiskies quickly to meet the 
need of the drought that repeal has 
created. While the process is just a 
novelty with the amateur in his cellar, 
it is adding 24 hour loads of from 5 to 
40 kw. to the local utilities, where man- 
ufacturers employ the process. 


In an America awash with raw, fiery 
liquor, the method is said to speed up 
the esterification and produce bouquet 
and flavor quickly. After the concen- 
trate has been added to the keg the 
treatment consists in plunging an im- 
mersion heater in the bung-hole, and 
keeping at a 140 degree temperature 
for a day or two. Result is a bourbon 
or Scotch that tastes years older. 

















By 
Arthur P. Hirose 


‘HE small towns are going to get money this year—not next 
year, but in 1934. Uncle Sam is the angel who’s going to shell 
out the shekels—$387.50 for each of the 30,000,000 families in 
the land, according to our smart contemporary, The Business Week. 
“Or rather,” significantly adds this magazine, “it will be somewhat 
less than this for city families and about $416 for each farm family.” 

There’s no need to rehearse the great outpouring of Federal funds 
by Uncle Sam that is going to result in this extra, this added, pur- 
chasing power for every single solitary home in the nation. But 
since the farm home will have $416 more to spend this year than 
last year, the small town should benefit, because farmers spend their 
money in small towns. That means the small town electrical appli- 
ance merchant should benefit, too. But I wonder if he will. 

This is a message for small town dealers and because it’s for them 
and them alone, let’s call a spade a spade. First, let’s realize that 
buying in the small towns from the rural and farm areas has already 
started. Maybe you haven't shared in it, but the buying has begun. 
Here’s the proof: (1) when the cotton checks were distributed by 
the Government in the Dallas and Atlanta districts, Sears Roebuck 
had an almost instantaneous increase in sales, (2) farm income last 
year was about $1,200,000,000 greater than in 1932, (3) last year 
the government paid out $152,500,000 to farmers—that gigantic sum 
will seem like a mere rivulet; compared to what Washington will 
spend this year in priming the pump of small town and rural spend- 

| ing. 

So much for figures: there'll be $416 extra in the pocket books 

of every farm family this year. There’ll'be at least $387.50, if not 
more, extra money in the purses of small town families this year. 

When I read that auto sales in the 14 agricultural states during 
October 1933 showed a gain of more than 100% over the same month 
the year before, I wonder whether the small town electrical dealer 

is getting his proportionate share of the small town and farm dollar. 
When I find that in the months of May to October, 1933 the sales 
of gasoline engine-driven washing machines were six times greater 
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Store keepers in many trades are primed to get 
their share of the extra money that is coming fo 
small town and farm families. 


than sales in the same months last year, I wonder how many of 
these washers went through small town electrical dealers’ stores and 
how many went through implement ,dealers, mail order houses and 
other kinds of dealers. Recently Willard L, Thorp, the new director 
of the Bureau of Foreign and Domestic Commerce, estimated that 
January 1934 general merchandise sales in small towns and rural 
areas were 45% greater in dollars and cents than last January. Then 
I find that Sears Roebuck and Montgomery Ward sales to farmers 
showed a 20% gain in December 1933 over December of the year 
before. How much of an increase did the small town appliance mer- 
chant have? 

Let’s look the facts squarely in the face. There is a big and 
growing potential market for electrical appliances in the small towns 
and adjacent rural areas. 

About the size of the market there can be no doubt. Small town 
America is well electrified. Every incorporated community of over 
1,000 souls has electric service. Only 33 towns—note that figure 
out of the 3,337 towns of between 500 and 1,000 people do not 
have electric service. Furthermore, six out of seven of the 
7,000 incorporated towns of less than 500 people have electric ser- 
vice in the town. And in addition it’s estimated that 24,000 small 
rural, non-farm communities also have electric service. Obviously 
there’s a small town market for things electrical. 

The farm market is not as impressive. But it’s there—today 
11.3% of American farm homes are served with juice by electric 
light companies or municipal plants. Five per cent more farms are 
estimated to have their own farm lighting plants. This, too, is im- 
portant—the number of farm homes with electric service is growing. 
Perhaps some of the folks who went back to the farms during the 
past four years were responsible for that. They'll be responsible, 




























LEFT 
Biggest asset of the small town appliance dealer is 
his friendly relation with his prospects. 




















too, for more farm sales of electrical appliances, such 
as they had in the cities. 

Appliances have been sold in small town America. 
Tiue, the degree of appliance saturation is not as large 
as in the big cities. Only 19.4% of small town homes 
have electric refrigeration, as compared with 27.5% of 
the wired homes in larger communities, according to 
a study covering over 3,000,000 wired homes made 
by the Electric Refrigeration Bureau of the Edison 
Electric Institute. 


What the Small Town Merchant Has—and Needs 


HIS may sound like an inane statement, but the 
first thing I think the small town electrical retailer 
needs is a bigger sense of his importance. For the small 
town appliance merchant is an important man. His is the 
opportunity and responsibility of doing an educational 
and sales job—fortunately a job he can do at a profit. 
The big city dealer has lots of help in selling appliances. 
Daily newspaper advertising by himself and his com- 
petitors, electrical shows, lavish help from distributors 
and manufacturers, strong support from the central sta- 
tion in the dealer’s home city, shorter distances to pros- 
ects, an ever handy telephone—all these things make 
the job of the big city dealer in appliances much easier. 
But the small town dealer has his assets and valuable 
they are—an intimate knowledge of his territory, 
friendly relations with his prospects, a far greater 
knowledge of the insides of their purses and their homes 
than dealers in large cities can ever hope to possess. 

Frequently, I’m afraid, the small town dealer lets 
his very friendship with his customers stand between him 
and sales. The fact that he is Ed or Joe or Charley 
to his prospects and that they are first name acquain- 
tances to him, makes him pull his sales punches too often. 
He hesitates to do the aggressive selling that the large 
city dealer, dealing with comparative strangers, does not 
hesitate to employ. 

Perhaps this friendliness which the small town 
appliance dealer has for his prospects and they for him, 
prevents him from being a sound business man. What 
does this mean? Let’s take the store, as a starter. 
I've been in many small town stores during the past 
few years and, judged by big city standards, they’re ter- 
rible. The windows are frequently dirty, not used 
for display or poorly used in a sales way. The stores 
themselves are poorly lighted, poorly arranged, untidy 
and lacking in sales punch. “But,” you may say, “why 
must a small town electrical merchant’s store be meas- 
ured by big city standards?” Simply because the small 
town and farm buyer is getting more and more conscious 
of big city retail standards. He’s visiting big city stores 
and big city stores are coming to him. In many a small 
town today there are branches of big city chain grocery 
stores. These stores, I’ve noticed, are as bright and as 
clean and as sales-minded as their big city brothers. 
Their windows sell, their stocks sell, their whole attitude 
sells. And small town shoppers are going to these chain 
stores and unconsciously being influenced by them. 

Let’s take the questions of stock and service. No small 
town merchant can reasonably expect to compete with 
large city stores on the score of a large and lavish stock. 
His stock can and should, however, compare favorably 
with that of the city dealer’s in completeness of sizes 
and varieties although it need not embrace as many 
brands as are customary in the larger cities. 

Noticeably on the increase is a growing demand for 
service from customers and prospects. Unreasonable 
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though many of these demands are and despite the fact 
that they add in many cases to the cost of distribution, 
the small town electrical merchant must reconcile him- 
self to the giving of these accommodations. Customers 
expect to find stores open and attended—many small 
town dealers, figuring that they have few prospects in 
town, shut up shop for hours at a time. Customers ex- 
pect to get merchandise promptly—if they must wait, they 
are no better off than dealing with a mail order house. 
Customers want and expect prompt delivery of appli- 
ances, prompt installation and reasonably quick inspec- 
tion and repair service. 

If the small town dealer does not want to lose sales to 
bigger stores in big cities, he would do well to adopt 
some of the selling practices of the large city specialty 
dealer and department store methods that have sold large 
quantities of appliances. Most important is specialty 
selling itseli—nothing succeeds so well in cities and 
suburbs as taking the appliance to the prospect for 
demonstration and sale. Obviously this will work even 
more effectively in rural areas. The small town dealer 
can load on a truck or car a variety of appliances. He 
can take them out to prospects and get a more satis- 
factory hearing than the door-bell pusher in the city gets 
from the harassed housewife. Small town dealers may 
well use the telephone and direct mail advertising to sup- 
plement personal selling efforts. These two aids to sell- 
ing are less overworked in the rural districts than in the 
metropolitan centers. In addition they are more neces- 
sary in the sparsely populated territories, due to greater 
distances between merchant and prospect. 

Small town dealers are the emissaries both of progress 
and of the big city to rural America. Now I know that 
small town inhabitants profess to despise the big city 
dwellers. They ridicule many big city foibles. But just 
the same small town people don’t want to feel that big 
city folks are getting ahead of them. Small town people 
are conscious that new things are being developed. But 
they want these new things translated into tangible 
things they can possess—that they can buy. 

In one way the small town appliance dealer, serving 
rural homes has an ever greater opportunity to get his 
share of the newly released government funds than the 
big city dealer. For one thing, he has more electrical 
appliances to sell. The big city dealer is almost always 
limited to home appliances. But the small town dealer 
can sell electrical labor saving devices that are peculiar 
to the rural home—electric water systems, water soften- 
ers, churns, grinder, incubators, brooders, motors and 
many other items the city family never requires. 


| Pabedan the small town electrical appliance 
merchant can sell the non-electrical substitutes for 
homes that do not yet have electricity. Where homes can- 
not use electric washers, he can sell gas-powered washers. 
Where they cannot use electric refrigerators, he can sell 
some of the new kerosene mechanical refrigerators. 
Where an all-electric radio set cannot be used, there are 
improved battery sets to be sold. 

Small town and rural America is getting money to 
spend this year. There will be competition for that 
money, both from other merchants in small towns and 
from merchants in larger cities. But the small town 
glectrical appliance dealer can sell his fair share and 
perhaps a good bit more, if he will take all his present, 
peculiar advantages and to them add the best of the 
newer selling technique of the big city merchant. That 
is not a hard prescription to take. 


Electrical Merchandising, March, 1934 









































































Review of New Products 














Norge Refrigerators 


The Norge Corp., 
607 EB. Woodbridge S8t., Detroit, Mich 


Models: 3 Standard and 5 Rollator 


models. 


Capacities: Standard line, 4.7, 5.5 and 


7.1 cu.ft.; Rollator line, 5.4, 6.7, 7.8, 
9.1 and 11 cu.ft. 


Special Features: Centrally mounted 


freezing _compartment with odor- 
proof, gasket-sealed freezer door; 9- 
pt. cold control; push-pull switch and 
defroster with anchored defrosting 
tray underneath; perforated freezer 
shelves to minimize sticking; Hydro- 
voir food compartment; butter and 
cheese rack; egg basket holds 16 
eggs; adjustable bottom shelf; auto- 
matic interior light; some models are 
also equipped with Preservoir and 
Watervoir. Standard line available 
in either porcelain or lacquer; 

smaller models of Rollator line avail- 
able in either lacquer or porcelain; 
remainder in porcelain only.—Elec- 
trical Merchandising, March, 1934. 





York Air Conditioners 


York Ice Machinery Corp., 
York, Pa. 


Models: F-75-D4 floor type summer air 


conditioner ; F-125-D4 year-round con- 
ditioner ; self-contained basement type 
conditioner. 


Description: F-75-D4, cooling unit which 


filters, re-circulates, cools de-humidi- 
fies; modernistic design with black 
rubbed enamel finish and stainless 
steel trim; especially adapted for of- 
fices, rooms in homes. 

F-125-D4, for residences, professional 
offices, specialty shops, where summer 
cooling and winter heating are re- 
quired. Self-contained basement type 
has all elements of central system 
within one casing; can be used for 
conditioning air direct or hooked up 
with a duct system to condition other 
parts of building; black crinkled en- 
amel with satin finish steel corners. 
Electrical Merchandising, March, 1934 


Electrical Merchandising, March, 1934 


W estinghouse Ranges 


Westinghouse re as ty é Mfg. Co., 
Mansfield 


Models: E-64 and E-63 Ya models. 
Surface Burners: 2-6in., 1200 and 1000 


watts; 2-8 in., 1500 and 2000 watts; 
oven 1500 watts top. 


Special Features: Dual Automatic Con- 


trol; automatic time-controlled appli- 
ance receptacle wired for 660 watts; 
simplified single switch oven control; 
convenient utility drawer built in be- 
low heater platform to provide space 
for cutlery; standard full 16 in. oven, 
one-piece construction, fully enameled ; 
modern streamline design, ivory 
porcelain enamel. — Electrical Mer- 
chandising, March, 1934. 





* 
ABC Washers 


Altorfer Bros. Co., 
Peoria, Ill. 


Models: 17, 36, 56, 66, 75. 
Description: Model 66, corrugated 


paneled porcelain tub; porcelain agi- 
tator center post; French type, 4- 
wing agitator; over sized motor dual 
finger tip controls—operate wringer 
and agitator, Model 56, corrugated 
washing compartment; finger tip con- 
trol; French type, perforated agitator ; 
swinging wringer with instantaneous 
touch release, oversize balloon rolls; 
Model 36, corrugated washing com- 
partment; French type agitator; 
swinging wringer with touch release, 
oversize balloon rolls; model 17, 
corrugated washing compartment: 
French type agitator; standard ABC 
wringer, balloon rolls; Model 75, 
spinner washer and dryer; 1-piece 
porcelain enamel Spinner basket; cor- 
rugated washing compartment; French 





agitator ; automatic drain pomp; 
Models’ 17-P, 36-P, 56-P and 66-P 
equipped with automatic drain ioumen 


Prices: 17; $49.50; 17-P, $59.50; 36, 


$69.50; 36- P, $79.50; 56, $89.50; 56-P, 
99.50; 66, $109.50; 66-P, $119.50; 
5, $124. 50.—Electrical Merchandising, 

Mare h, 1934 


Price: .75c. 





New Frigidaires 


Frigidaire Corp., Dayto oO. 
Models: Master Series, 434 634, 834, De 
Luxe Series, 1234, 1534. 


15 
Capacities: Master "434, 4.1 cu.ft.; 684, 


6.1 cu.ft.; 834, 8.1 cu.ft. De Luxe 
Series 1234, 10. cu.ft. ; 1534, 13.1 cu.ft. 


Special Features: Master Series. 9 pt. 


cold control; automatic defrosting; 
automatic tray release; servashelf; 
automatic interior light; utility bas- 
ket; 2 cylinder super-powered com- 
pressor; Dulux exterior, porcelain in- 
terior. De Luxe Series: frozen stor- 
age chest; utility chest; 2 giant hy- 
drator chests; convenient water cooler 
service with automatic service; ser- 
vette consisting of 5 covered crystal 
glass containers; individual door lock 
makes it possible to lock one or both 
doors; porcelain interior and exterior. 
3 Standard Series models and 6 
Super Series models complete the 
Frigidaire 1934 line.—Electrical Mer- 
chandise, March, 1934. 











Slumb-R-Lite 


Home-Electrical Specialties Corp., 
307 Areade Annex, Cleveland, O. 


Device: Night Light for use in home, 


factory, office, sick room, nursery. 


Description: Constructed of brown 


Bakelite, extends slightly over 1 in. 
from wall; equipped with GE “Moon- 
light bulb” 10 volt, .035 ampere Mazda, 
a.c. or d.c. can be used in any con- 
venience outlet. 

Electrical Merchandising, 
March, 1934. 
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ABC Ironers 


iltorfer Bros. Co., 
Peoria, Ill 

Models: Z, ZA 

Description; Fully automatic ; chromium 
plated ironing shoe; 26 in. roll; full 
open end; two extra extension leaves; 
aluminum head ; 3-pt. suspension shoe, 
gives positive alignment between roll 
and shoe; Model ZA closes into porce- 
lain-top kitchen table when not in 
use 

Price Model Z, $69.50; ZA, $89.50.- 
Electrical Merchandising, March, 1934. 
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Emerson Motors 


The Emerson Electric Mfg. Co., 
2018 Washington Ave., 8t. Louis, Mo 
Device Improved split phase motors 
for oil burners, beer pumps, office ap- 
pliances, fans, blowers and air condi- 

tioners. 

Description: Steel field rings; smaller 
dimensions; quieter operation; rigid 
or resilient mountings; available in 4 
and 4 hp.—725 r.p.m.; 4 and 4 hp 
1140 r.p.m Electrical Merchandising, 
March, 1934. 




























Stewart-W arner 
Refrigerators 


Models: 9 models Deluxe: 564, 564P, 
714, 714P, and 834 and 834P. Stand- 
ard: 454, 554, and 704. 

Capacities: Deluxe line: 5.6, 7.1, and 
s In the Standard line: 4.6, 5.6 and 


Special Features: Feather-touch auto- 
matic door opener, forget-proof de- 
froster and freezing control, all porce- 
lain interior, adjustable pull-out tray 
shelves, slow-cycle operation, full 
range of freezing speeds, super-sensi- 
tive temperature control, porcelain 
chilling unit, flexible metal ice trays 
and rust-proof shelves. — Electrical 

Merchandising, March, 1934. 
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Standard Range 


The Standard Electric Stove Co., 
1718 N. 12th S8t., Toledo, Ohio 

Model: 1450, “Ohioan.” 

Sizes? 36 in. to cooking top; 45x24 in. 
floor space. 

Special Features: Porcelain. enameled 
oven 16x14x18 in. ; temperature control 
with clock plug; switches recessed ; 
rounded body corners ; extension cook- 
ing top of stainless porcelain enamel ; 
ivory finish with black striping. 

Price: $124.50 with utensil cabinet; 

$132.50 with warmer below switches ; 

range light $7.50; clock $16.50; addi- 
tional. — Electrical Merchandising, 

March, 1934. 
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W elcome Meter 


Welcome Meter Co., 461 8. Fir Oaks Ave. 
Pasadena, Calif. 

Device: Coin meter for use on washers, 
hotplates, heaters, radios, etc. 

Description: Coin slot can be adapted to 
50c, 25c, 10c or 5c; meter contained 
in case 6x6x5 in; furnished for either 
110 or 220 volt 50 or 60 cycles, to run 
from a few minutes to several days; 
varies timing on hotplates automat- 
ically, doubling time on low heat and 
decreasing time on high heat.—Elec- 
trical Merchandising, March, 1934. 
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Universal Portable 
Washer 


Landers, Frary & Clark, 
New Britain, Conn. 

Model: No. E 50 portable washer. 
Special Features: Aluminum triple vane 
submerged type agitator; 2 lbs. dry 
clothes, capacity; copper tub; valve- 
less drain; sealed unit; V type belt 
drive; over-sized motor; weighs 38 
ibs; 18 in. high, occupies 16x16 inches 
of space.—Electrical Merchandising, 
March, 1934. 
























































































Norge Broilator 


The Norge Corp., 
607 E. Woodbridge 8t., Detroit, Mich. 
Device: Broilator stove for commercial 


use. 

Description: Fires from top and bottom 
simultaneously, performing 6 kinds of 
cooking in one operation; requires no 
flues; is smokeless and odorless; 
cooks in half usual time. Standard 
model, black porcelain; De Luxe 
model has chrome plated controls, 
stainless steel corners and top plate.— 
Electrical Merchandising, March, 1934. 
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Brower Ezy-Drain 


Wm. Brower € Co., 
Palo Alto, Calif. 

Device: Device for attachment of hose 
to drain pipe for emptying washing 
machines. 

Description: Consists of parts to be 
clamped around drain pipe together 
with necessary gaskets to fit either 
13 or 14 in. pipes; cutter is furnished 
to make necessary hole in drain pi 
after device is clamped on; outlet fits 
standard 7? in. hose coupling. 

Price: $1.00 complete.—Electrical Mer- 
chandising, March, 1934. 








Major Refrigerators 


Major Appliance Corp., 14th Floor 
Merchandise Mart, Chicago, Ill. 

Models: 6 models, 4 sizes. 

Special Features: “‘Tempostat” in con- 
trol panel shows inside temperature 
at all times on front of cabinet; “Sun- 
beam” rotary direct connected top unit 
with high side float; center cooling 
unit; chrome door; tray release; 
double depth tray ; sliding shelf; built- 
in light; quick freeze shot and auto- 
matic return to normal, defrost point 
and automatic return to normal; 
Seeger cabinets, 3 Dulux and 3 porce- 
lain finish; Major line sold direct to 
stores. — Electrical Merchandising, 
March, 1934. 
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Signal Fan 


Signal Electric Mfg. Co., 
Menominee, Mich. 


Device: Induction, 10 in fan. 
Description: 2 types: 510 straight and 


560 oscillator; air delivery 500 cu.ft. 
per min; Signal 2-pole motor; alum- 
inum blades; 1-speed toggle switch ; 
rust-proof guard; black satin finish; 
no radio interference; enclosed gears 
on oscillator ; a.c. 110 volts, 60 cycles. 


Price: 510, $5.75; 560, ‘| "ftps 


Merchandising, March, 





Universal Mixer 


Landers, Frary € Clark, 
New Britain, Conn. 


Device: Model E 782 mixer-beater with 


fruit juice attachment. 


Description: Portable ; chromium beaters 


tilt back; 2 unbreakable bowls, 1 and 
3 qt. capacity; aluminum juice ex- 
tractor core; a.c. or d.c 


Price: $19.50 complete with fruit juice 


attachment. — Electrical Merchandis- 
ing, March, 1934. 
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Hamilton Beach Cleaner 


Hamilton Beach Mfg. Co. 
Racine, Wis. 


Model: Hamilton Beach No. 10. 
Special Features: 2-speed ball-bearing 


motor; triple cleaning action-beating, 
sweeping, suction; toe action nozzle 
adjustment ; a plated handle; 
modernistic desig 


Price: $57. 50.—- Electrical Merchandis- 


ing. March, 1934 





Electrical Merchandising, March, 1934 


Price: Milan, $4.75; Eldon, $6.65. 





Sessions Clocks 


Sessions Clock Co., 
Forestville, Conn. 
Models; Milan, No. 13; Eldon, No. 9-S. 
Description: Milan, kitchen wall clock 
with metal band trimmings; 5 in. 
metal dial with raised numerals, con- 
vex glass; manual starting electric 
time movement for use on a.c.; 
cycle, 110-130 volts; 74 in. high, 62 
in. wide; also furnished in black, 
green, blue, ivory and rose. Eldon, 
black modernistic case with metal 
band trimmings ; manual starting elec- 
tric time movement, a.c. only; 60 
cycles, 110-130 volts; 5 in. satel dial 
with raised numerals ; 1034 in. long, 83 
in. high; No. 9-J same as No. 9-S with 
self starting electric time movement 
with signal device. 





Elec- 
trical Merchandising, March, 1934. 





+ 
Arrow Combinations 


Arrow Electric Div., 


The Arrow-Hart 4 Hegeman Electric Co., 


Hartford, Conn. 


Description: A new line of completely 


assembled combination switches, re- 
ceptacles and pilot lights in one piece 
Bakelite bases, ready to install, was 
recently announced.—Electrical Mer- 
chandising, March, 1934. 
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Muter Aquarium Aerator 


The Muter Co., 
1255 8. Michigan Ave., Chicago, ru. 


Device: Heat engine without moving 


parts that pumps a sufficient quantity 
of air to keep small home aquarium in 
proper condition. 


Description: Pumping action is result 


of thermostatically controlling expan- 
sion and contraction of air in Aerator ; 
operates on 110-120 volt ac or dc: 
consumes less than 15 watt light bulb; 
heating unit in center of Aerator 
warms enclosed air, causes it to ex- 
pand and forced into aquarium ; water 
trap at bottom prevents expanding air 
from escaping through breather tube; 
after several minutes operation cur- 
rent is automatically shut off by 
thermostat and new air is admitted by 
breather tube, entering thru water 
trap; when seat, thermostat turns 
current on aga 


Price: $2.50. lestrtical Merchandising, 


March, 1934. 


Prices: From 


NEW Products 


Dupblexalite Fixtures 


Duplezalite Div. of al Miller Co., 
Meriden, 


Description: 12 new one brackets and 


novelty lighting units of Lenox china. 
to $54 unwired; 
from $7.25 to $55 wees <7 Blectricat 
Merchandising, March, 1 





Perfecto Coal Burner 


F. A. Smith Mfg. Co. Inc., 
Rochester, N. Y. 


Models: 1030, 1035. 
Description: Automatically controlled 


coal burner equipped with standard 
type thermostat; may be installed on 
any furnace or boiler; induction type 
motor and sirocco fan type blower at- 
tached to mounting plate which re- 
places draft door on ash pit door; 
current consumption equivalent to 30 
watt bulb; airstat, aquastat, vapor- 
stat, vacuumstat, pressuretrol avail- 
able at small additional cost. 


Price: $45 and $50 complete. epee 


Merchandising, March, 
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Signal Motors 


Signal Electric Mfg. Co., 
Menominee, Mich. 


Description: Type PM, single phase, in- 


duction, shaded coil type motor adapt- 
able for toys, display signs, etc., 
where little wer and ey 2 Be torque 
are require a.c. only; 1/1, h.p 
full load ed 2,300 r.p.m.; BS 5 
13 Ibs.; available with and’ without 
gear reduction.—Electrical Merchan- 
dising, March, 1934. 


+ 
Superstar Stoves 


Stern-Brown, Inc., 257 W. 17th 8t., 
New York City 


Models; 2-burner models, 107, 106, 105; 


ae -burner models, 172, 171 a.c. or 


Densvigtion: 2-burner, models 19 in. long, 


9 in. wide, 5 in. high; Nichrome ele- 
ments ; finishes 2-tone, modernistic de- 
sign, fluted legs; No. 107, 4-heat con- 
trol; No. 106, 6-heat control; No. 105, 
2-heat control; single burners 10x93x 
5; 172 3-heat control; 171, 1-heat 
control. — Electrical Merchandising, 
March, 1934. 














































Low Boy Floor Machine 


The American Floor Surfacing 
Machine Co., 
508 8. St. Clair 8t., Toledo, O. 


Device: “American Low Boy” floor ma- 
chine waxes, polishes, scrubs, sands. 

Description: Low construction makes it 
possible to get under beds and low 
furniture, only 4% in. high; specially 
built 4 hp. GE motor; silent opera- 
tion; 18 in. brush in four sections; 
compensator for adjusting truck 
wheels with wear of brushes: 20 Ib. 
ressure weight placed directly over 
rush. — Electrical Merchandising, 
March, 1934. 
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Westinghouse Motors 


Westinghouse Electric € Mfg. Co., 
East Springfield Wks., Springfield, Mass. 
Description: New line of fractional h.p. 

motors; FS polyphase squirrel cage 
motors for all voltages, 2 and 3-phase, 
4 to 3? h.p. ratings; FR repulsion start 
induction motors single phase, 110 and 
220 volts; FK direct current motors 
for shunt compound rated for 32, 115, 
and 230 volts, 1/30 to 3 h.p.—Eletrical 
Merchandising, March, 1934. 















































Superstar Irons 


Stern-Brown, Inc., 257 W. 17th 8t., 
New York City 
Device: 6 lb. iron; mica element; heel 
rest; 110-120 volts, 550-600 watts; 
No. 10, nickel plated; No. 12 chrome 
plated - Electrical Merchandising, 
March, 1934 
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Lincoln Motor 


The Lincoln Electric Co., 
Cleveland, O. 
Device: Self-protected motor which can- 
not burn out. 


Description: Protector built into wind- 
ings shuts off current when motor is 
stalled for any reason; a.c. induction 
type ; sizes from 4 to 30 h.p. for either 
2 or 3 phase and standard commercial 


cycles and voltages.—Electrical Mer- 
chandising, March, 1934 
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Edge-Lite Fixtures 


Faries Mfg. Co., Decatur, IN. 


Device: Aplakay lighting fixtures for 


bathroom, dressing room equipment, 
etc. 


Description: As antag’ part of door 


or mirror frame, lighting fixtures 
are movable into various positions 
at either sides or across bottom of 
mirror; available as complete unit 
with lights, mirror and cabinet fully 
wired ; as complete door only, includ- 
ing mirror and Edge-Lite to replace 
existing cabinet door; as Aplakay 
fixture only for direct connection to 
wall or included with single and 
winged mirrors, table and stool form- 
ing complete cosmetic sets; available 
in any color or chromium.—Electrical 
Merchandising, March, 1934. 
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Bond Dry Cell 


Bond Electric Co., 
257 Cornelison Ave., Jersey City, N. J. 


Device: Improved No. 6 dry battery 


cells. 


Description: All-zine soldered shell-top 


provides greater ampere-hour capacity 
and saves space inside cup, the manu- 
facturers claim; leakproof; hermet- 
ically sealed to retain internal mois- 
ture, thereby increasing shelf and 
service life; dome shaped top permits 
use in damp places.—Electrical Mer- 
chandising, March, 1934. 
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Real Host Oil Burner 


Harry C. Weiskittel Co. Inc., 
4601 Philadelphia Rd., Baltimore, Md. 





Device: Model C, gun type oil burner. 
Description: Electric intermittent igni- 


tion; 10000 volt transformer; pres- 
sure type feed; 300 to 2000 sq.ft. 
steam radiation; uses commercial 
standards of oil, No. 1, 2, 3; 4 hp. 
motor; mottled green, porcelain en- 
amel finish; 150 lbs. crated weight.— 
Electrical Merchandising, March, 1934. 










































New.Rovyal Cleaner 


The P. A. Geier Co., 
540 E. 105th St., Cleveland, Ohio 


Device: De Luxe Royal, Model 65. 
Description: Equipped with electric light 


for dark corners; tilting mechanism 
for convenient cleaning of small rugs; 
wide hinged opening dust bag, easily 
emptied; powerful suction and motor- 
driven brush ; automatic oiling ; handle 
lock; cleaning tools easy to attach 
and use; new design and color on 


ag. 
Price: $44.50.—Electrical Merchandis- 


ing, March, 1934. 








Chic-O-Matic Heater 


Congor Mfg. Co., 
Gambier, Ohio. 


Device: Heater and regulator for 


brooders. 


Description : Pilot light burns con- 


stantly ; when chicks step on platform 
their weight pushes platform down- 
ward and tilts a mercury switch which 
turns on heat; when chicks are off, 
heat is turned off; no working parts; 
no thermometer or thermostat neces- 
sary. — Electrical Merchandising, 
March, 1934. 
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GE Photoflood Lamp 


Incandescent .Lamp Dept., General 





Electric Co., Nela Park, Cleveland, O. 
Device: Mazda Photofiood No. 4. 
Description: Same size and shape as 


regular 300 watt Mazda; mogul screw 
base; inside-frosted bulb; uses same 
amount of electricity and produces 13 
times as much illumination as regular 
1000-watt Mazda, the manufacturers 
claim; operates on 105 to 120 volts.— 
“Electrical Merchandising, March, 1934. 
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: never 


thinks of it 


z 

| ND maybe you don’t either—that the y 
fine taste and aroma of good coffee, comes 

| from the coffee bean having been carefully 


roasted with electric heat, generated through 


CHROMEL elements. Also, this lady’s chic priceless value are thus entrusted to CHRO- 


hat was molded over a form that was elec- MEL, acting as it does, as the heart of the 
trically heated. The shirt you’re wearing was heating device. This confidence of the device 
ironed with electric heat. Thus you see that maker invites your confidence, too, in CHRO- 


Chromel indirectly touches the daily lives of MEL. (We have a handy little gadget, called 


Ser ty 


most of us and of course is a part of your own a “‘Heating-Unit Calculator.” It’s very useful. 
business. It is on your shelves as the heating- Ask for Form KM.) Hoskins Manufacturing 
element of good devices. Trade names of Company, Detroit, Michigan. 
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What the T.V.A. Models Will Be (Continued from page 49) 


ing. It shall be manufactured of stand- 
ard materials of the best quality obtain- 
able for the intended use. 


16. Noise 


The operation of the refrigerating 
unit shall be free from objectionable 
noises and vibration. 


17. Crating 


Each refrigerator shall be substan- 
tially crated to conform with the speci- 
fications of the Railroad Freight Inspec- 
tion Bureau. 


18. Instructions 


Suitable instructions shall be fur- 
nished with each refrigerator which 


fully explains the operation and care 
of the refrigerator. 


19. Guarantee 

Each manufacturer furnishing refrig- 
erators under this specification shall 
furnish a written guarantee to the effect 
that any part, except porcelain enamel, 
proving defective in wgrkmanship or 
material during one year from the date 
of -installation will be replaced free of 
charge. No allowance for labor will be 
made. 
20. Electric Home and Farm 
Authority Identification 

Each refrigerator will be furnished 
with an emblem as specified by the 
Electric Home and Farm Authority. 





ELECTRIC TANK WATER HEATERS 





1. Definition 


A tank is defined as a complete unit 
consisting of a pressure storage tank 
thermastically controlled electrical heat- 
ing unit thermal insulation and a sheet 
metal cover with water and electrical 
connection brought out to suitable fit- 
tings with limitations as defined below. 


2. General 


It is the intent of this. specification 
to define a complete tank heater sub- 
stantially constructed of heavy gauge 
materials to withstand extremely heavy 
domestic service with a minimum of 
maintenance expense. 

No duty shall rest on the Electric 
Home and Farm Authority to approve 
any water heater whether or not it 
comes up to these specifications, and 
Authority, in determining whether or 
not to approve any product, shall give 
due consideration to the field experience 
which has been had with the various 
features of the product. 


3. Approval 


Water heaters shall be listed by the 
Underwriters’ Laboratories. 


VOTE: In writing these specifications 
no attempt has been made to 
include features which are cov- 
ered by the Underwriters’ 
Laboratories Standards for 
Electric Heating Appliances. 
Also no requirements are incor- 
porated which are in conflict 
with the Underwriters’ Lab- 
oratories Standards. 


4. Storage Tank 

Tanks shall be of 30 gallon capacity. 
The tanks shall be capable of with- 
standing without distortion or failure a 
hydrostatic pressure test of 300 lbs. per 
square inch and be suitable for working 
pressure of 150 Ibs. 
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Hot and cold water outlets shall be 
of 2” pipe size. 

(a) Galvanized Tanks. Tanks shall 
be of copper bearing steel with a hot-dip 
galvanized finish to meet specifications 
of A.S.T.M. Specifications 123-33. 


5. Hot Water Trap and Outlets 


All heaters shall be equipped with a 
built in loop or trap to minimize hot 
water circylation. 


6. Heating Units 


Each tank shall be equipped with one 
heating unit with provision for later 
installing a second unit in the upper 
part of the tank. When specified the 
second unit and thermostat may be in- 
stalled by the manufacturer. The heat- 
ing unit, if of the immersion type, shall 
be fitted to the tank with a flange type 
connection. Each heating unit under 
operating condition shall conform to 
the rated watts at rated volts with limits 
of plus or minus 5%. Each heating 
unit shall be designed for operation on 
230 volts, two wire, 60 cycle circuit or 
may be designed for 208 volts if speci- 
fied. The wattage of the unit or units 
shall be specified at the time of purchase 
and shall be of 1,000 or 1,500 watts per 
unit. 


7. Temperature Control 


The heating units shall be controlled 
by a thermostat which shall maintain 
the temperature of the water in an idle 
tank between 135°-155°F. Provision 
shall be made for the installation of an 
additional thermostat to control the 
additional unit in the upper part of the 
tank. 

(a) There shall be no objectionable 
radio interference on an alterating cur- 
rent radio set connected to same circuit 
as the water heater. 


8. Cold Water Inlet 


The cold water inlet shall be provided 
with suitable means to reduce the mix- 
ing of the incoming cold water with the 
stored hot water. 

Starting with the tank full of water 
at an average temperature of 150° F 
and disconnected from the supply circuit 
at least 26 gallons of water shall be 
drawn off before the temperature of the 
water shall drop to 120°F. The test will 
be made by withdrawing one gallon every 
30 seconds with cold water not above 
50°F and water pressure not less than 
50 Ibs. (rate of flow 7 gallows per 
minute ). 


9. Insulation 


With the tank filled with water at an 
average temperature of 150°F and a 
room temperature of 75°F (75° rise) 
the heat input to maintain the tank at 
a constant temperature without draw-off 
shall be no greater than 2.0 kw. hours 
after constant temperatures have been 
reached. 


10. Outer Casing 


The heater shall have an outer casing 
of steel of not less than .037” thickness 
protected outside with a baked enamel, 
lacquer or equivalent light colored finish 
and the inside to have a protective 
coating. 

Openings shall be provided for access 
to heating units and thermostats. 


11. Legs 


All heaters shall be provided with 
rigidly attached legs or base elevating 
the heater not less than three inches 
from floor. 


12. Pressure Relief Vaalve 


Tanks will not be supplied with pres- 
sure relief or temperature relief or other 
protective valves. 


13. Drain Valve 


Suitable outlet shall be provided to 
attach a drain cock or valve. 


14. Guarantee 


Each manufacturer furnishing water 
heaters under this specification shall 
furnish a written guarantee to the effect 
that any part, except tanks proving 
defective in workmanship or material 
during one year from the date of instal- 
lation will be replaced free of charge. 
No allowances for labor will be made. 


15. Electric Home and Farm 
Authority Identification 


Each water heater will be furnished 
with an emblem as specified by the 
Electric Home and Farm Authority. 


Electrical Merchandising, March, 1934 
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IN THE SELLING SPOTLIGHT 


WHEN IT COMES TO BUYING TODAY.... 
Good Housekeeping’s readers hold the center of the 
stage. Women actively buying read Good House- 
keeping more than amy other magazine. 


Advertising agencies discovered this recently. At the 
counters of 196 stores in 14 cities they asked 20,097 
women actively buying what magazines they read 
regularly. Good Housekeeping was named 39.4% 
more times than any other magazine. 


This Means More Sales 
for You 
More readers actively buying means more sales for 


you—if you feature products advertised in Good 
Housekeeping. That’s only logical. Products that are 


selling themselves to women actively buying are the 
ones these women are being influenced to buy. You 
can hardly help but profit by selling products women 
who are known to be buying want to buy. 


These products satisfy, too. 
For 32 years Good House- 
keeping has guaranteed 
every product advertised in 
its pages. 





FREE 


A master list of 
dependable products. 


Send for the “Annual 
Directory of Guaranteed 
Merchandise.” Over 100 
pages listing hundreds 
of guaranteed products 
—and ideas that make 
them sell. A buyin 
phhedeanetimmaasl 
Address Good House- 
keeping Trade Service, 
57th Street at 8th Ave., 
New York City. 


More readers actively buying 
—products guaranteed to 
satisfy—two sound reasons 
why it is profitable to sell 
products advertised in 
Good Housekeeping. 











GOOO HOUSEKEEPING 


Everywoman’s Magazine 
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The Promotion is Ready (Continued from page 41) 


the promotional material for the “Buy 1—Get 1” Cam- 
paign aims to increase the selling technique of the dealer’s 
salesmen. There is a portfolio with full details for train- 
ing salesmen. 

The General Electric Clock Sales Department declares 
that any dealer can go actively into the clock business 
with their modernistic “Merchandiser”’—a jet black, 
metal display with chrome bands designed to hold six 
of the most popular, fastest selling clocks in the line. 
In 24 feet of counter space, the unit establishes a com- 
plete clock department. The display card tells the G-E 
clock story and full line folders provide “trade-ups” to 
clocks not shown on the display. 

The backbone of the sales drive in the Home Laundry 
Division is the “Three Step Sales Plan” which puts the 
full force of all sales efforts into getting leads, demon- 
strations, and sales. These three objectives are to be 
gained by the use of those practical methods contributed 
by successful dealers. Dealer helps of the usual types— 
but unusually striking—will be employed such as, win- 
dow displays and strips, folders, and newspaper adver- 
tising. 7 

An outstanding feature of the “Prove It” Campaign 
is the formation of an “Economy Home Laundry Club.” 

The “Prove It” Campaign runs for sixty days in April 
and May. 

With every reliable indication pointing to a big year 
for the sale of electric ranges and water heaters in 
1934, Edison General Electric Appliance Company, Inc., 
of Chicago, has mapped out one of the most thorough 
campaigns yet evolved for cooperating with its utility 
customers in going after sales in an effective manner. 


3,000,000 Range Prospects 


The campaign they are recommending for adaptation 
to the individual needs of utility merchandising organi- 
zations and for which they have prepared various pro- 
motional materials and suggestions is divided into two 
parts; a “Get Ready” activity, which is being followed 
in many properties at present, and a “Watch Your Step” 
campaign to begin in the early spring months. 

With approximately 3,000,000 obsolete cooking de- 
vices of various types demanding replacement immedi- 
ately in the country today, and with electric cooking rates 
generally reduced, Hotpoint urges utilities to “Get 
Ready” for range selling activity in several ways. 

A contest for retail salesmen offers trips to the 1934 
Fair in Chicago and employs the slogan, “Back to 
Chicago.”” Wall charts to record company and individual 
progress make use of animal hides to represent sales 
made and advise salesmen to “Trap Your Way Back to 
Old Fort Dearborn.” 

A. E. Smith, advertising manager of the Premier 
Vacuum Cleaner Company, reports that ’34 plans will be 
directed towards the replacement market : 

“Our national consumer advertising this spring is built 
up around the “trade-in” theme. We are going after 
old cleaners or BO-JACKS more directly than ever 
before. We are not trying to hide the fact than a liberal 
allowance will be made for the customer’s old cleaner ; 
and, in our March, April and May ads, you will notice 
that we are devoting practically fifty per cent of the 
space to the exploitation of the old “Bo-Jack” or “Weary 
Willie.” “Bo-Jack” in the terminology of our salesmen 
is any old cleaner six to seven years old or older which 
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has seen its best days and which should be turned in on 
a new Premier. We have named the little dust bugs 
“Bo” and “Jack.” These little characters, we hope, will 
help to attract attention, stop the reader, and help to 
make her more conscious of the fact that perhaps her old 
cleaner is not cleaning as it should and that now is the 
time to trade it in for a cleaner that cleans.” 


The Utilities Place 


The manufacturers, of course, are not the only or- 
ganizations all set to get their share of 1934 gravy. 
The utility companies are alive to the opportunity, too, 
judging by the number of reports reaching this office. 
Space does not warrant going into detail and this brief 
survey of promotional plans is. in no way intended to 
be complete, whether for manufacturer’s plans or utility 
companies. Elsewhere in this issue is an account of 
the activity on the West Coast, arising from the two 
months’ “free electricity” campaign of the Pacific Gas 
& Electric Company. In Boston, Philadelphia, St. Louis 
and other major cities, definite programs are under way 
on refrigerators, ranges, laundry equipment, lighting, 
small appliances, etc. Quotas in most cases have been 
increased, advertising appropriations upped 50 to 100 
per cent. 

The Boston Edison Company appliance stores re- 
ported gross sales for January double that obtained in 
January, 1933, and their quotas and advertising ap- 
propriations have been raised accordingly. Provision has 
been made, too, for regular campaigning on all appli- 
ances. 

Many utilities reported appliance campaigns and pro- 
motion in the process of formation. By and large, it is 
a safe guess that power company activity will be much 
increased in 1934 insofar as merchandising plans are 
concerned. 

And by the way, all these promotional activities are 
not confined to the larger centers by any means. The 
small town is going to take a very definite place in the 
marketing picture. An article on the subject may be 
found in this issue. Remember the way sales of gasoline- 
engined washers spurted last year? Six times as many 
sold as the year before. Well, the Briggs & Stratton 
Corp., Milwaukee, manufacturer of gas motors, is start- 
ing a vigorous farm paper campaign this spring featur- 
ing “Wireless Power” as applied to washing machines. 
Those farmers with money may not all spend it on auto- 
mobiles, after all. 

Walter Bowe, who has charge of advertising in GE’s 
Air-Conditioning Department, feels that 1934 is the year 
in which the business will first put on its seven league 
boots. “We did more business last year than all the 
other years combined,” he reports, “And this year will 
probably repeat the process. We have more than a 
hundred dealers signed up, our appropriation for adver- 
tising and sales promotion has been increased 50 per 
cent and we look for a banner year in both air condition- 
ing and oil-burning units.” 

J. J. Nance, in charge of Frigidaire’s air-conditioning 
division, had a similar viewpoint. Small stores, res- 
taurants and commercial establishments will be the big 
market this year, he said. The need for air conditioning 
in business has been so demonstrated and its effectiveness 
as a business-getter so proven, that 1934 should see a 
real impetus to sales of this equipment. 


Electrical Merchandising, March, 1934 
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Sold 6 G-E Washers in one day—25 in a single month. That’s 
the record of C. D. Jenkins, in charge of the appliance de- 
partment of the George W. Taylor Co., 


NCE it was the 
scene of the famous 
Hatfield-McCoy feud 
—this spot they still 
call “‘Bloody Mingo.” 


But Williamson, W. 
Va., is peaceful enough now. Its popula- 
tion is only 9,000, yet in that small town, 
C. D. Jenkins of the George W. Taylor Co. 
went to work—and in one single month 
—in only 30 days—he sold 25 General 
Electric Washers! Six of them in one 
8-hour day! 





How did he do it? By luck? By guessing 
in the dark? Hardly! His boss started ad- 
vertising—in the G-E way. He used the 
newspaper ads G.E. prepared for him. He 
used G-E window strips—G-E hand bills 
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How they do it in 
THE HILL COUNTRY 
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—G-E counter cards. In fact, he didn’t 
overlook a single bet. He took advantage 
of all G-E promotion material. And how 
it paid! 


What he did — you can do! And the 
Spring Drive this year is your greatest op- 
portunity to do it... because G.E. is giv- 
ing you more help than ever! Keep back 
of G-E Washers with everything you’ve 
got. Use the Spring Drive selling helps— 
all of them. They’re all good. We’ve tested 
them—and they work! Let us show you 
what real selling assistance is! 


Prices ranging from $49.50 to $149.50, in- 
clude wringer and centrifugal dryer washers 
and the G-E Flatplate Ironer at $99.50. 
Western prices slightly higher. 


GENERAL @ ELECTRIC 
Home Laundry Equipment 


Williamson, W. Va. 





4 
J. M. Wicht, Mgr. Home Laundry Equip- | 
ment Sales, General Electric Co., Section : 
' 
H-343, Mdse. Dept., Bridgeport, Conn. : 
I would be greatly interested in hearing }{ 
more about your line of laundry equip- } 
ment and the 1934 Spring Drive. ; 
: 
' 
' 
' 
' 
' 
' 
' 
' 
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Name 





Address 





Petites | 
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READY! 


Ready for you—the 1934 line of 
Dich! Fans, the 1934 catalog, 1934 
display material and other sales 
helps to increase your 1934 fan 
profits. 





SPX 
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fe Pe ela 8-Inch Non-Oscillating Fan 


REAL MERIT sells 
DIEHL FANS 


Sturdy construction ... attractive designs . . . large 
air delivery ... practically silent operation . . . and 
low power consumption are sales producing features of 
Diehl Fans that will make 1934 a bigger fan year for you. 


There are types and sizes to fill the needs of every pros- 
pect. A nation-wide chain of warehouse stocks, district 
offices, and sales representatives insure prompt service. 


Write for the new 1934 catalog to the Diehl Manufac- 
turing Company, Elizabethport, New Jersey. District 
Offices or sales representatives located in Atlanta, 
Boston, Chicago, Columbus, Dallas, Los Angeles, New 
York, Philadelphia, San Francisco and St. Louis. 


DIEH LMANUFACTURING COMPANY 


Electrical Division of 
THE SINGER MANUFACTURING COMPANY 


DIEHL 








16-inch 
Oscillating 
Fan 
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ELECTRIC 
REFRIGERATOR 





A name respected by millions 
.- @ product worthy of the name! 


NAME famous for decades in 

the electric appliance field 
now identifies itself with refrig- 
eration! To the millions who 
know Hotpoint home appliances 
for their quality and dependabil- 
ity, this will be welcome news. 
To dealers whose, customers are 
looking for refrigeration stand- 
ards symbolic of Hotpoint’s spot- 
less reputation, here is a brand 
new opportunity for profit—a 
chance to sell a popular-priced line 
of quality refrigerators backed 


with a name respected by millions! 


The new Hotpoint refrigerator 
introduces new refinements, new 
standards of performance and 
new value to the field of modern 
refrigeration. It offers quality, 
styling and features that make it 
outstanding among popular- 
priced refrigerators. 








@ Before you decide on any refriger- 
ator line, mail the coupon for 
complete details of the Hotpoint 
dealer franchise and name of the 
nearest Hotpoint jobber in your 
territory. Hotpoint Refrigerator 
Div.,Specialty Appliance Sales Dept., 
Sec. EM3, Nela Park, Cleveland, O. 


COMPARE THESE 
FEATURES 


® Beautifully Designed A/i-Stee/ Cabinet. 
Fade-proof, crack-proof Glyptal 
exterior. Acid and stain-resisting 
porcelain interior. 


® Simple, trouble-free mechanism. Only 
3 main moving parts. Quiet, depend- 
able, economical. 


® Stainless-Steel Chilling Unit. Will 
never chip or rust. Quick freezing. 


© Finger-Tip Temperature Control and 
Defroster. 


® Warp-Proof Textolite Door Strips; 
Chromium Finish Hardware. 


| Hotpoint Refrigerator Division, 
Specialty Appliance Sales Department, 
Section EM3, Nela Park, Cleveland, Ohio 
Send details of the Hotpoint refrigerator 
franchise and name of your nearest jobber. 
No obligation. 


| Te - 
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City 





State 
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Refrigeration Line Meets 


Enthusiastic Reception of New 
Distributing Organization! 


Dealers, Also, Who Have Seen the Line 
Give Tremendous Ovation to the Host of 
New-Type Features. ‘‘They Will Literally 
‘Demonstrate’ Themselves Into Sales.’’ 


URING the past 8 weeks, distributors by the 

score have come to the great Stewart-Warner 
plant to see a sensational new Refrigeration Line. 
They came! They saw! They bought! 
That is the quickest way to tell the story. Such in- 
stant and enthusiastic reception of a line, by such a 
large group of experienced refrigeration distributors, 
has never been known before. Dealers who have 
seen the line to date confirm this enthusiasm also by 
their wonderful reception of the great selling fea- 
tures incorporated. 
The amazing ovation given these new Stewart- 
Warner Refrigerators at the Distributor Conven- 
tions resulted in advance orders far exceeding expec- 
tations. There was a feeling of confidence tat the? 
Stewart-Warner Refrigeration Line for 1934 FORE- 
CASTS PROFITS FOR STEWART-WARNER 
DEALERS MORE GRATIFYING THAN 
DREAMED OF HERETOFORE! 


There’s no doubt about it! The Stewart-Warner 
refrigeration engineering staff HAS PRODUCED 
A TRIUMPHANT LINE OF FAST-SELLING, 
SOUNDLY ENGINEERED REFRIGERATORS. 


New-Type Features Which Practically 
Do Your Selling for You! 


FEATURES? Only 3 are illustrated here. There are 
a dozen others. Any one of them is appealing enough 
to found a whole sales campaign upon. 


And tucked away where it cannot be demonstrated, 
except by years of economical service in the home, is 
an amazing new twin-cylinder, slow-cycle compres- 
sor. An entirely new mechanism —rugged —over-size 

this feature means greater serviceability, longer 
life, less servicing, less current consumption. 


Every feature of these new Stewart-Warner Re- 
frigerators is advanced—new-type—ahead of its 
time! 

Your sales talk moves swiftly from one surprising 
feature to another. Your prospects will find them- 
selves agreeing with you quickly that here is a 
refrigerator that has EVERY THING. 

Here, then, is a highly competitive line. In Quality! 
In Price! In Finish! In Eye Appeal! In Perform- 
ance! In Rugged Serviceability! 

AND PERHAPS THE GREATEST FEATURE is 
that the whole sales set-up is built to help you, as a 
dealer, make gratifying profits. We can’t make 
money unless you do. For this reason, therefore, 
the franchise is written with you definitely in the pic- 
ture as a partner in profits! 

So little of this profitable story can be told 
in this space that we suggest, for your own 
sake, that you hear it all. Write today! 
Ne obligation. 


They Came...They Saw! , 
THEY BOUGHT! 


STEWART-WARNER 












Instant, 


This finger points 
to the first part of 
your demonstration 

the **Feather- 
Touch’ Door Open- 
er. The slightest pres- 
sure causes the door to 
swing wide open. Can 
be locked when children 
are about. 


WRITE 

TODAY! 
Hear a New Story of 

Refrigeration Profits! 





These easy-gliding, roller-bearing shelves, remov- 
able at a touch, may be taken out and used as trays. 





Designed for all types of overseas condi- 

wes . tions. Furnished in all frequencies and 

a ey yp my pr voltages. Applications for distributor- 

win ens @ ‘orai at once. new- e ; ; ; ; ; 

automatic control which makes it impasetate to ships from responsible organizations in 

forget to return refrigeration to normal cycle Other countries invited. Cable Address— 
after either operation Speedmeter, Chicago, IIl., U. S. A. 





Stewart -Warner-Radios, Headed by Sensational 
**Magic Dial,’’ Set New Pace for Sales and Profits! 


Because Stewart-Warner Radios are the best engineered in the field, 
they have set the stiffest competitive pace in radio history during 
the past 8 months. Complete line in rich cabinets, from small ‘‘com- 
panion” sets to Double Superheterodynes with 12 tubes! Long and 
Short Wave Reception in all sets, headed by the REAL “ROUND- 
THE-WORLD” PERFORMER —The “Magic Dial’’— pioneer in 
world-wide reception for the home. WRITE FOR ATTRACTIVE, 
SPECIAL “DEALER DEAL”! Put new life in your radio business! 














STEWART-WARNER CORPORATION. 1839 Diversey Park wav, Chicago, Ill. 
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Sell A Washer Line That Guarantees 


FITS! 











Volume without Profit is not what you seek — Profit without Volume 
is not satisfactory — but Volume with Profit is an ideal combination. 
The New One Minute line of quality washers, with its higher average 
selling price, meets the merchandising requirements of any dealer. 


Standard One Minute features found on all models are the large 
oversize porcelain enameled tubs that combine with the new full-half- 
turn aluminum agitator to produce the famous One Minute double 
water action; handy outside control; silent gears operating in a bath 
of oil; balloon-roll wringer; and % h. p. motor floating mounted. 
All are features that appeal and features that sell. 


Model 270, the De Luxe washer is equipped with our own new self- 
adjusting wringer, unique in the fact that one top control bar governs every operation. 
Pulling or pushing this bar starts or stops rotation of the rolls in either forward or re- 
verse direction, automatically adjusts pressure between them, and tips drain board to 
the proper angle. This top control bar is the ONLY control lever and with the upper 
roll is assembled in one easily-detachable unit. Giant Hi-Vane bottom agitator with 
large double water action tub increases washing speed and efficiency. 


Know the One Minute line—write today for detailed 


information covering all four One Minute models. 


ONE MINUTE WASHER Co. 


ROOM 21 BERGMAN BLDG. NEWTON, IOWA 


ELECTRICAL MERCHANDISING 




























































81 





The New MODEL 270 


mopeE.tine $4995 


mopee tate $5995 


moptectRic 9099 


moptectaic *¢ 920 


Gas motor ®895° 


The new One Minute pos- 
itive-acting Water Pump 
is capable of discharging 
ten gallons of water per 
minute. Installed at fac- 
tory and available for all 
electric models. Write for 
details. Model 151C not 
illustrated is powered by 
an easy starting 4 cycle 
Briggs & Stratton Gas- 
oline Motor. 

































ONE MINUTE WASHER COMPANY 
ROOM 21 BERGMAN BLDG., NEWTON, IOWA, U.S. A. 

Rush details of your new line of One Minute Washers that will 
guarantee profits in our washer department] 








a ee Name 
Kops = ines fae, ~ 4 ag City 
State 








MAIL THIS COUPON -- TODAY 7 
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Leonard's 1934 Selling Plan will bring them to your store. . . 


VERY refrigerator salesman 

likes his “floor days.” Why? 
Simply because his customers come 
to him; he does not have to hunt 
them out. Because he has prospect 
and product together, and one 
helps sell the other. 


Leonard, for 1934, offers a program 
that “short-cuts” the selling process 
— by bringing interested prospects, 
in large numbers, into the stores of 
dealers. A simple, practical, tested 










5 


LEON 


ARD 


plan. One that sets the stage for 
easier, more profitable selling. 


In every part of the country, this 
great program is already at work — 
backed by the biggest advertising 
drive and the finest line of refriger- 
ators in Leonard’s 53-year history. 


Have you seen these beautiful new 
Leonards, and analyzed their sales 
appeal? Here is the complete refrig- 
erator, combining beauty and quality 
with a list of convenience features 





that can’t be matched at or near the 
Leonard price level. Eleven new 
models (5 all- porcelain), plug-in 
merchandise, covering 98'“% of the 
household refrigerator market. 


Aren’t you interested in such a prof- 
it opportunity? Then write or wire 
for information. LEONARD REFRIG- 
ERATOR COMPANY, 14257 Plym- 
outh Road, Detroit, Mich- 

igan, and London, Ontario, 
Canada. 


(638) 





The Complete 


REFRIGERATOR 
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Beyond the Bracelet Label 
| on the Wire... there’s 





ees eee ae 
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FLEXIBLE CORDS 
OF ALL TYPES 












Silk Covered: Cotton Covered: ’ 
All-rubber sheathed, including HE GENERAL CABLE Name and Trademark, as an iden- 


SUPER SERVICE and SUPERTEX tification of standardized high QUALITY, is now estab- 
lished throughout the industry by the adoption of 
“bracelet label” marking....|t stands also for SERVICE, 
through the maintenance, at warehouse points from 
coast to coast, of adequate stocks of all needed cords 
.... In your own trade relations, its listing in your cata- 
4 legs and display in your stock 

certifies your confidence that qual- 
"4 ity rules in the mind of every 
intelligent buyer. 


eee 


——— 


For every electrical purpose. 


SS eer ery, co 








Have you price data on General | 
Cable Cord Sets? Ask your 


electrical wholesaler. 











GENERAL CABLE CORPORATION [amt 


420 LEXINGTON AVENUE. NEW YORK CITY sd OFFICES IN PRINCIPAL CITIES 
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=)°0)) Ses 
2 POUND 
STEAK 











$49 5° 


complete. 
West of 
Denver, 
$13.50 

list price. 





at the features of 
this Everhot Compakt 


— THINK pS coo ge a 


Everhot Compakt, No. 632, is a complete electric cooking it like you would a range. Minimum servicing—two 

appliance at the price of a good toaster. Feature it! heat control. Porcelain enamelled light green. Oven- 
‘ Campaign it! See what a money-maker it is! roaster pans furnished. 

One-roomers, light housekeepers, small apartment dwell- Don’t judge the Everhot Compakt by any other small 


ers, summer cottagers—homes where only half the 


electric cooking appliance. The Everhot Compakt is 
household reports at meal time. 


quick—complete—has big capacity—sturdy construc- 


} 

| ion—beautiful design and finish—is simple and eas 
Instead of selling them hot plates, grills and other gadg- tio eauti ' , y 

ets, show them a Compakt! Don’t sell them a $1.98 to use. Does all kinds of cooking and baking. 

pn pees ll — market for $10 to $20 Everhot Compakt No. 632 (pictured) is one of eight 

a, . Everhot Compakts, retailing up to $20. Get a sample. 
The Everhot Compakt is simple to use. Just cook with Write for complete catalog. 


. 


. 7) 


J 











The Everhot 


Electric Casserole 
The Everhot Cooker —oven-glass top—easy- 


THE SWARTZBAUGH MFG. co. has introduced electric cooking to - clean aluminum 


to tens of thousands of homes insert. 
TOLEDO, OHIO 


Ask your distributor or write for discourits 
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Only 13.4% of farms have elec- 
tricity. Of the balance, only 10% 


have power-driven washing ma- 
chines. Seventy-six percent (76 6%) 
are in the market for washers 


equipped with Briggs & Stratton 


“WIRELESS 
POWER” 


Here's a wealth of business for you at your 
doorstep — and we are going to help you 
get your share. 





Our advertising in the leading farm papers 
will reach your customers, interesting them in 
washing machines driven by Briggs & Stratton 
Gasoline Motors—“WIRELESS POWER.” 


We stir up the prospects—you make the sales! 


TIE IN with this 
Big Sales Idea 


Display washing machines that have Briggs & Stratton 
“WIRELESS POWER.” Play up “WIRELESS POWER” in 
your windows. Other ways to hook up with this sales 
idea will occur to you. The expense to you is nothing, 
the business possibilities are big! ... Send the 


coupon for further information and sales suggestions. . 


BRIGGS & STRATTON 


4 CYCLE 
Gasoline Motors 


—_ 
GGS 
1 send list of vformatio” on yo 


\ og ee 
V Firm a, at 
4 ———— 


address 
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ALi 5 
POWER 


for Washing Machines 


Dependable, quiet, low-cost 
power that needs no high 
line or light plant! Instant 
starting—smooth running 

— safe and sure. 

Look under the washer before 
you buy it. Ifit has a Briggs 
& Stratton Gasoline Motor, it 
is high-quality all through. 

A washer is no better than 
its power—and more 
Briggs & Strattons 
are in use today 

than any other small 
gasoline motors. 


BRIGGS & 


STRATTON 
Gasoline 




























| INT 
0 = © 
for B &@ § Motors on " Cooled 


Briggs & Stratton Corp., Dept. $4, Milwaukee 

Send free booklet, am interested in Winecess 
Power and washing machines equipped with it. 
Name. 


Addre 
Sp . "= 
Send for FREE BOOKLET 


Our APRIL 
Advertisement in 
Leading Farm 
ele] Ag 


5,900,000 Readers 


Milwaukee 

























1. M3, tors — 
orP., DeP h your more’. 
& sTRATION anes equipped, Bowen” campaign 
shing yr “WIRE 
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E€ROSLEY 


OFFERS 


ORE features . .. more usable space . . : the Crosley 
Shelvador Electric Refrigerator with eye-catching 
STREAMLINE BEAUTY will surpass its record-break- 


ing sales success of 1933. 


Sweeps aside competition. 


A marvelous opportunity for greater sales. See your 





Crosley distributor. 


Model EA-35 


Has a NET capacity of 
3.5 cu. ft., with 714 sq. ft. 
of shelf space. Two ice 
trays, each with 2l-cube 


(UNITED STATES PATENT RE-ISSUE NO. 19,008) Se . 

(OTHER PATENTS PENDING) capacity, or 42 cubes in all. 

No-stop defrosting con- 

MODEL EA-43 trol, will defrost while 

NET capacity, 4.3 cu. ft. with 9.15 sq ———— operating. Thoroughly in- 

ft. of shelf space. Shelvador greatly ¢ ="  sulated body and door. 

increases “usable” capacity, Twoice J «ID Porcelain interior. White 
trays, each of 2l-cube size; total 42 | bead 


while operating. Thoroughly insu- 
lated throughout. Stamped brass, 
chromium plated hardware of modern 
design. Porcelain interior; exterior in 
white lacquer with black trimmings. 
Ventilated front. Illuminated interior. 
Dimensions: 54''¢” high, 2374” wide, 
i'~" deep 


cubes. Also one double depth tray 
No-stop defrosting control, will defrost 


trimmings. Stamped brass 
hardware is chromium- 
plated. Ventilated front... 
| refrigerator may be placed 
in small alcove or close to 
' ; wall. Iuminated interior. 


= Dimensions: 48” high, 
















Model E-55 


NET capacity. 5.5. eu. ft. Shelf space, 11.6 sq.ft. 
Features: Crosley Shelvador: Shelvatray: Shelv- 
abasket: Storabin; self-closing door to ice-tray 
chamber; no-stop defrosting control, will defrost 
while operating: three 2l-cube ice trays —63 
eubes in all: one double-depth tray: thoroughly 
insulated in door and body: chromium-plated 
hardware in stamped brass: porcelain interior 


exterior in white lacquer with black trimmings 
illuminated interior. Base rests on floor. Di 
mensions: 57%" hich. 20” wide, 25'14,.” deep 
Specially ventilated front. 





Price, delivered, $ 4 
with one year 11'7-°° d . 
free service. 


lacquer exterior with black 


237%" wide, 241%" deep. 





- 


¥ 


These are only SOME of the 
feavures. See your Crosley 
distributor. See the new 
Crosley models. 


SUCAMUM 


SING 
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Caub— 


VENTILATED FRONT 
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Rtn 


Ee, 


cons umn puon. 











1. THE SHELVADOR ... 


increases “usable” space 
about 50% over rated ca- 
pacity. Gives price ad- 
vantage to Crosley dealer 
who can sell on a compara- 
tive basis of “usable” 
space. Eliminates “reach 
and hunt” methods for 
housewives. 


2. THE SHELVATRAY ... 


can be put in a level posi- 
tion. Acts as a resting 
place for articles when 
removing food from the 
refrigerator. Saves 
steps and “stoops.” 
Just put what you 
want on Shelvatray and 
take it all—Shelvatray and 
all—to table or stove. 
(Patent pending.) 


. THE SHEL VABASKET.. 
handy for greens, cabbages 
and the like. Swings with 
the door. Exclusive, of 
course. (Patent pending.) 


. VENTILATED FRONT.. 


Increases efficiency and 
economy of power unit. 
Stops “churning” of warm 
air when placed close to 
wall or in closet. Exclusive. 
(Patent pending). 


STORABIN .. . A place 
for potatoes, onions and 
bulk items. No waste 
space. Not refrigerated. 
Exclusive. (Patent 
pending.) 





MODEL E-43 


NET capacity, 4.3cu.ft. Shelfspace, 
9.15 sq. ft. Incorporates all features 
of Model E-55. Two ice trays, each 
holding 21 cubes—42 cubes in all— 
also one double-depth tray. Chro- 
mium-plated brass hardware, porce- 
lain interior. White lacquer black 
trimmed exterior. Baserestson floor. 
Interior iluminated. Dimensions: 
56114,” high. 23%" wide, 2414" deep. 
Price, deliv 


ce you te 9 BF-00 


This important feature of all Crosley 


improves the 


operating efficiency by drawing in 
cool air from the front and expelling 
* it from the rear, insuring perfect ven- 
tilation of the power unit even when 
the refrigerator is placed in a limited 
space or close to wall. 
better performance and less current 


It makes for 





MODEL E-70 


NET capacity, 7 cu. ft. Shelf —— 
14.9 sq. ft. Incorporates all features 
Model E-55. Has four 2l-cube ice 


= 








trays—84 cubes in all, and one double- 
depth tray. Hardware is stamped brass 
chromium-plated. Porcelain interior 
with white lacquer exterior trimmed in 
black. Base rests on floor. Dimensions: 
58%” high, 32%" wide, 26%" deep. 
Specially ventilated front. Price, 
delivered, in- 


year $f Q5.00 


TRI 


CUNITED STATES PATENT RE-ISSUE NO. 19,008) 
(OTHER PATENTS PENDING) 





Montana, Wyoming, Colorado, New Mezico and west, prices slightly higher. 


The Crosley Radio Corporation, Cincinnati 


(Pioneer Manufacturers of Radio Receiving Sets.) 


POWEL CROSLEY, Jr., Pres. 


Home of “‘the Nation’s Station” —WLW 


ALL PRICES INCLUDE DELIVERY..INSTALLATION..ONE YEAR FREE SERVICE 
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Ehe Brean): 


Improvements in the future are bound, sf bus1- 

ness performs its duty, to come rapidly, but 

the basis for making a change of product will 

not be to gatn only a new talking point, but 

to gain a better article. . 


Some very severe lessons have been learned by 
manufacturers who offer new articles just to 

catch new sales. A fair number of them are out 

of business. . 


So it is reasonable to assume that the responsibility of 
the manufacturer will increase and that few articles will 
be marketed without thorough testing. 2 


From an article by 


SAMUEL’ CROWTHER 
in Sat. Eve. Post, Sept. 16, 1933 


nou’ 


le S, - | At the service of the manufacturer 


who takes his responsibility seriously 


Electrical Laboratories 
80th Street and End Ave. 


New N.Y. 























MONARCHS A.Gficcic 


Oven Performance 
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3 Reasons for 





















Surface (ook 


ACID RESISTING MARBLEIZED TOP 
VEGETABLES STEAM IN A 
MINIMUM AMOUNT OF a 


[ HIGH QUALITY RESISTANCE 
UNIFORMLY SPACED HEATING ve coms 


COLORED UNIT PORCELAIN 
HEAT STORING FIRE BRICK 
THe SECRET OF 


Continuous, efficient performance must be 
the foundation of all successful range mer- 
chandising. The important features pic- 
tured here are three of the many reasons 
for the Monarch’s rapid rise to the position 
of preference among many of America’s 
most aggressive merchandisers. 





ONARCH S 
CHI-EFFICIENCY SURFACE UNIT 


HEAVY PORCELAIN TERMINAL BLOCK 


OVERSIZED BRASS TERMINAL BOLTS 


MONARCH’ S “HI-EFFICIENCY” SURFACE UNIT DESIGN 


CHROMIUM FINISHED 
CONTROL CASE 





ILLUMINATED DIAL STRIP 


VISIBLE TEMPERATURE INDICATOR 


MONARCH'S ILLUMINATED TEMPERATURE CONTROL 












ONE PIECE ENAMELED OVEN 












fr REMOVABLE OVEN RACK GUIDES 





EFFICIENT INSULATION 
- 


ENAMELED 
AIR SPACE BAFFLE 


Table Top models are the popular style of 
the day. The Sheffield, above (F97) belongs 
on every show floor. It is priced right for 
present day selling. Its symmetry of design 
always attracts attention. And its beauti- 
ful Nile-Green or Ivory-Tan porcelain body 
has a strong appeal to the housewife striving 
for harmonious color effects in her kitchen. 
Photographs and prices of this and all other 
numbers will be sent on request. 








FIVE POINT 

CONTACT OVEN TERMINALS 
OVERSIZE PORCELAIN RECEPTACLE 

ENAMELED STEEL 

OVEN UNIT PAN 


UNIFORMLY SPACED 
HIGH QUALITY RESISTANCE WIRE 


MONARCH'S “HI-EFFICIENCY” OVEN DESIGN 





MALLEABLE IRON RANGE CO. 
830 LAKE STREET 
BEAVER DAM, WISCONSIN 





47 
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fars You 3 PROFITS 


Ques. Who pioneered and devel- 
oped the most compact refrigerat- 
ing unit ever built ? 


Ans. GIBSON. 


Ques. Who was the first to introduce 
the popular — Streamline — Cab- 


inets ? 


Ans. GIBSON. 


Ques. What manufacturer has a 
background of 58 years exclusive 
refrigeration experience ? 


Ans. GIBSON. 


Ques. What manufacturer has had 
more years of refrigerator cabinet 
building experience ? 


Ans. GIBSON. 


Ques. What manufacturer devel- 
oped Controlled Circulation, 
Dome Light, Flat bar shelves, Safe 
type doors? 


Ans. GIBSON. 


Ques. What Franchise opens the 
door to the Three Major Markets? 


Ans. GIBSON. 


. . . Wecould go on and on if space 
would permit. The thing for you to 
do right NOW, TODAY, is to write 
for complete facts regarding the 
Gibson Three Major Market Fran- 
chise. 


. Because if you don’t you are 
missing the greatest Dealer proposi- 
tion in the refrigeration field. 


GIBSON Monounit 


There’s a Gibson electric for 
every home and income, and a 
Royal profit in every sale. 











GIBSON Kerounit 


Absorption type. No running water 
required. Light the Kerosene 
burner and you have sertgeeetion 

8 a 16,000,000 home 
market, 





en 











IMPORTANT: GIBSON makes the promise that NO 
MATTER WHICH WAY THE CONSUMER PRICE 
RANGE SWINGS IN 1934 GIBSON DEALERS 
WILL BE SET TO TAKE ADVANTAGE. 


GIBSON ELECTRIC REFRIGERATOR CORPORATION 
GREENVILLE, MICHIGAN 

















GIBSON Commercial 


Water coolers, beverage coolers, 
meat market, hotel, restaurant, 
grocery, clubs, large homes, hos- 
pitals, ete. 


Export Sales Dept. 
201 North Wells Street, Chicago, Illinois 


Cable Address 
“GIBSELCO” Chicago. Bentley Code. 











a 
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We made this cleaner 
for bashful dealers 
... but everybody grabbed it! 

























FEVER 


ERE’S a Cleaner that'll make 

you feel and act like the world’s 

best salesman! The G-E model AV-1 
—the world’s fastest-selling cleaner. 


A sensation at $31.75... list. 





A price clincher 

Low in price, yes—but we built it as 
only G-E can build a cleaner. It’s a 
regular full-size cleaner—straight suc- 
tion combined with motor-driven 
brush! Operates on A.C. or D.C. Has 
newly-designed dust-proof bag. Also 
adjustable nozzle and. rubber bumpers. 
All in all, it has features that many 
cleaners at twice the price can’t touch. 

It’s a winner! A hard-hitting up- 


and-coming winner that just doesn’t 


take “no” for an answer. 


Facts and figures 
We know how easy it is to rave over 
a product. We know how easy it is to 
be glib in talking about “clean-ups”’ 
—‘““big money” and so on. 

That’s why we wish we could show 
you the records dealers have made on 
the AV-1. We wish you could see for 
yourself the new sales peaks they've 
reached with it. Some dealers have told 
us they sold more cleaners last year 
(1933) than they did before the depression! 

We believe it will pay you to investi- 
gate this fast-moving G-E Cleaner. 
We believe that you too can make real 
money on the “hottest” number on 
the market today. See your General 
Electric Distributor or write us today. 
General Electric Co., Merchandise 
Dept., Sec. V-343, Bridgeport, Conn. 


is 


GENERAL @ ELECTRIC CLEANERS 
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ADISON SQUARE GARDEN CORPORATION 


The 1933 Show was the Great Stimulator 


RADIO ¢ REFRIGERATION 
OIL BURNERS ¢ AIR CONDITIONING 
DOMESTIC and INDUSTRIAL APPLIANCES 


Address: J. Bernhart, Manager, National Electrical Exposition, Madison Square Garden, New York City 
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4 WORDS 


that mean MORE PROFITS 
FOR DEALERS IN 1934 




















Clocks. “Telechron” — Warren 
Telechron Co. “Revere”— The 
Revere Clock Co. 


Clothes Washers. “Graybar”. 


Cooking Appliances (Small). 

“Everhot” Pr he Swartzbaugh 
Mfg. Co. “Nesco”— National 
Enameling & Stamping Co. 
“Proctor” — Proctor & Schwartz 
Electric Co. Manning Bowman. 


Fans. “Graybar”. “Ilgair”—Ilg 
Electric Ventilating Co. 


Heaters (Portable). Arvin”— 
Noblitt-Sparks Industries, Inc. 
“Everhot”—The Swartzbaugh 
Mfg. Co. “Manning Bowman” 
- Manning Bowman & Co. 
“Markel” — Markel Electric 
Products, Inc. “Sunbeam”— 
Chicago Flexible Shaft Co. 


Irons. “American Beauty”— 
American Electrical Heater Co. 
“Marion”— Rutenber Electric 
Co. “Proctor” — Proctor & 
Schwartz Electric Co. “Sun- 
beam”— Chicago Flexible 
Shaft Co. 


Troners. “Apex”— Rota- 
rex Corp. e Eidree edge” — 


National Sewing Machine Co. 


Mixers and Extractors. “Gil- 
bert”— The A. C. Gilbert Co. 
“Hamilton Beach”— Hamilton 
Beach Mfg. Co. “ Magic Maid” 
—The Fitzgerald Mfg. Co. “Sun- 
beam”—Chicago Flexible 
Shaft Co. 


Radios. “ Colonial” — Colonial 
Radio Corp. 


Ranges. “Graybar-Crawford” 
—Walker & Pratt Mfg. Co. 


Refrigerators. “Graybar Ilg- 
Kold” — lig Electric Ventilat- 
ing Co. “ Kelvinator”— Kelvin- 
ator Sales Corp. 


Sewing Machines. “Graybar”. 


Sunlamps. “ Miller Sunlites” — 
The Miller Co. 


Table Appliances. “ Everhot” 
—The Swartzbaugh Mfg. Co. 
* Hankscraft”— Hankscraft Co. 
“Manning Bowman”— Manning 
Bowman & Co. “Proctor”— 
Proctor & Schwartz Electric Co. 
“Silex”—The Silex Co. “Sun- 
beam”—Chicago Flexible 
Shaft Co. “Toastmaster”— 
Waters Genter Co. “ Waffle- 
master” — Waters Genter Co. 


Vacuum Cleaners. “Graybar”. 


GRAYBAR ELECTRIC CO., Graybar Bldg., New York, N. Y. 
Gentlemen: We would like to have more information on your 
BM 3-34 service to help keep profits up and losses down. 


NAME 


ADDRESS 











1. COMPLETE . . . Dealers can secure from 


Graybar a complete line of appliances and radios, 


all quality merchandise, all good saleable values. 


- DELIVERY... Dealers can doa large volume 


of appliance and radio business with minimum 
stocks by taking advantage of Graybar’s quick 


delivery service. 


3. MARGIN... Every appliance and radio dis- 


tributed by Graybar carries a good margin of 


profit for the dealer. 


4. STANDARD... 


sive service costs, obsolescence and price cut 


. Dealers can avoid exces- 


losses by adopting a standard line of merchan- 
dise and maintaining reasonable stocks. Graybar 


can help you do both. 


GraybaR 


ELECTRIC COMPANY 
Some OFFICES IN 73 PRINCIPAL CITIES 
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AS A PARIS GOWN 


AND THE PERSONALITY OF EACH INDIVIDUAL PURCHASER ... . 


... AND JUST AS DEFTLY “TAILORED” TO FIT THE PERSON \ 


THE ESTATE ELECTRIC RANGE for 1934 
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@ Of course, Estate Electric Ranges are made by mass-production methods. And in a modern plant, superbly 
equipped with time-saving, labor-saving machinery. All of which is reflected in maximum dollar-value in the 
product. @ But, beyond that, Estate Electric Ranges have maximum SALES VALUE because of features of de- 
sign and equipment which make each individual range practically ‘“‘made to order” for the woman who buys it. 
@ For example, consider the new Model J-1162 Estate, illustrated on this page: The legs are ADJUSTABLE, so 
that the cooking top may be set at the height which is most convenient for each individual user. @ There’s a com- 
partment in the mantel back which may be fitted with an auxiliary toaster or with a radio. Or not fitted at all, in 
which case it makes a handy receptacle for spices and other culinary necessities. @ The cooking-top lamp is 
optional, and so is the clock, which is a time-teller and an automatic device for turning the oven on and off. @ So 
that Madam Consumer’s taste may be exactly suited, there are FOUR FINISHES to choose from — Ivory 
with Black Top, Ivory with Monel Top, White with Black Top, White with Monel Top. @ And finally, to 
proclaim the range as Madam’s very own, her monogram in modernistic chromium letters on the mantel back! 
@ Yes, indeed, the new Estate Electrics are ‘“‘made to order” for Madam Consumer. Likewise, they offer a made- 
to-order selling opportunity for utilities and dealers. 


THE ESTATE STOVE COMPANY, Hamilton, Ohio 


: e | ’ € see ’ 
Warehouse stocks in New York, Boston, ia 
New Orleans, Dallas, Minneapolis, San A \ an ) 
Francisco, Los Angeles, Portland (Ore.) 
i . | ' oF, 
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“We're for the Hoover radio pro- 
gram 1000%,” say the Hoover men. 
“It’s opening doors and making im- 
mediate sales.” In a recent poll of 
Hoover junior managers, 83% of 
them pronounced it an invaluable 
help in getting into homes. Many 
of them listed instead after instance 
of sales directly traceable to the radio. 
NOTE THE NEW HOUR 
We are continuing this half hour of 
music that everyone knows and loves, 
THE HOOVER 


‘The HOOVER ® 


COMPANY, 


right through the coming months. 
The cast is one of the largest on the 
air—nearly a hundred artists. The 
new series will be given at a still 
more advantageous hour—every 
Sunday at 5:30 Eastern Standard 
Time—over the NBC Red Network. 
We invite you to join our audience 
and-hear this outstanding program. 
It features you, in a very helpful way, 
as the Hoover dealer and the men 
who are working out of your store. 


NORTH CANTON, OHIO 





IT LIGHTS + AS IT BEATS + AS IT SWEEPS «+ AS IT CLEANS 





Vol.51, No.3 


HOOVER RADIO PROGRAM 
A PRONOUNCED SUCCESS 

















“EVERY HOOVER 
SALE IS A 
DEALER SALE” 
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OU in the four hundred local Electric 
Refrigeration Bureaus, you exclusive Elec- 
tric refrigerator dealers and distributors, you 
electrical and hardware and housefurnishing 
men who sell electric refrigerators, you central 
station men, you department store men. A(ften- 
tion, please. 


The good work the Electric Refrigeration Bu- 
reau has done in aiding you in the past three 
years to record-breaking sales of electric refrig- 
erators continues. 


Its field men are hard at work among you pro- 
moting ideas for sales stimulation. Their serv- 
ices are available and await a request from you. 
A program of spring sales promotion will soon 
be announced. 


Bureau newspaper advertising and other pro- 
motional aids are still available. The central 
office is eager to help you with ideas 
and the experience in hundreds of 
cities on all phases of cooperative elec- 
tric refrigerator activities. 








We want to help. Call upon us when 
you are ready. 





ELECTRIC REFRIGERATION 
BUREAU 


Edison Electric Institute 





420 LEXINGTON AVE., NEW YORK CITY 
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adds Lustre Color 


oul dali... . 


AND FLASHLIGHT SALES ARE BOOMING 





Two deluxe Bond lines are now putting new flashlights 
into thousands of hands. Do buyers pass or pause when 
they reach your store? In ‘your windows, these new 
cases on beautifully lithographed displays will turn eye- 
appeal to buy-appeal. 


Colortex Flashlights by Bond 


They tempt the eye with unique crackle, silver and four 
other color and texture finishes. The cases are artistically 
finished fibre, with full chrome mountings and an im- 
proved 3-way safety switch including a bright jewel but- 
ton, plus all of Bond's unique flashlight features. 


Lusterized Flashlights by Bond 


Another eye-compelling lithographed display introduces 
the new Lusterized Finish—black and frosted silver ultra 
fibre cases with full chrome mountings 


Other Bond Flashlights 


Bond covers the entire price range with highest quality 
for the money and sales-making display material through- 
out the whole line. 


Bond Mono-Cell Flashlight Batteries 


with the exclusive impregnated fibre, dome top cannot 
short circuit, have longer life, give stronger light—make 
any flashlight perform better, make Bond Flashlights per- 
form best. Now packed in novel twin display cartons—2 
to the standard 36-cell package. 


Bond Dry Cells with the Soldered Zinc Top 
and safety seal set new standards for shelf 
and service life. Tops cannot crack or chip. 











NOW CLIP AND MAIL THIS COUPON 








Bond Electric Corporation, 257 Cornelison Ave., Jersey City, N. J. 


Tell us all about your new Colortex and Lasterized Flashlights and other products 


Co. Name 
Your Name 
Title 


Address 


3B 





BOND ELECTRIC CORPORATION CLD) 


257 Cornelison Ave., Jersey City, N. J. 
Branches and Warehouses conveniently located 











SHIPPING 
PROBLEMS 
ELIMINATED 


RAILWAY EXPRESS 


No matter what you want to ship, Rail- 
way Express will answer your shipping 
problems. At your convenience and at your 
very door, in principal cities and towns, a 
Railway Express truck will call and take 
your shipments away to be rushed to the 
consignee at passenger train speed. Whether 
it be one shipment or five hundred—it makes 
no difference to Railway Express. Absolute 
safety and careful handling during transit are 
assured throughout. We give a receipt on 
collection and take a receipt at delivery—a 
twofold guarantee of safety and swiftness. 


Railway Express service is inexpensive, 
too, and saves you much in convenience, 
worry and time. Telephone your local Rail- 
way Express agent who will be glad to give 
you information, rates, and service. 


The best there is in transportation 


SERVING THE NATION FOR 95 YEARS 


RAILWAY 
EXPRESS 


AGENCY, Inc. 
NATION-WIDE SERVICE 
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How many $100 Washers 
ean you sell at $ 7 6 95 


When there’s a good profit 


for you in every sale? 


Run through your list of prospects and you'll find that 
most of them would prefer to own a hundred dollar 
washer for $76.95 instead of one that’s been reduced 
from $50 to $39.95. They won’t let an extra 50c a week 
stand in the way when such a value is offered. Think, 
too, of the housewives in your territory who could 
never be interested in buying any but the highest quality 
machine. 








There you have an idea of the opportunity that this im- 
mense reduction in the price of Automatic’s finest 
washer—Model 35-A—brings you. Look at it from any 
angle—check capacity, washing efficiency, design, exclu- 
sive features, Automatic’s reputation and the well known 
salability of Automatic Washers and you will want to start 
at once to swing your sales effort to a line that will make 
you real money. 


A Price Leader, Too, at $839.95* 


A low priced washer is necessary in any line today. 
Automatic has it—in Model 29—unbeatable in value, but 
shorter on profit for you and for us. It saves the sale 
for you when your prospect insists on buying a good 
washer at the lowest possible price. But in most cases 
it’s an easy step-up from Model 29-A at $39.95 to Model THE — a 
35-A at $76.95 (originally sold at $139). Automatic . . Y 
; os invertible and removable 
also offers a complete line of Ironers retailing from 


$39.50 to $79.50. DUO-DISC AGITATOR 


of die cast aluminum. May be used in 
bottom penton for usual loads or a few 
. . = pieces and in top position for washing 
The Automatic Washer Company especially invites Llenkets and ether belky pieces. 
inquiries from dealers who are out to do a real ; os 
washer business this year, but who are determined Large Capacity Curvilinear Tub (curved 


bons = “ sides and rounded corners). Beautiful 
— spend their time and energy “trading dollars.’ ivory porcelain over Armco iron. 
rite us. 





Each machine covered by our 10 Year 
Service Guarantee Bond providing for 


complete rebuilding any ti ithin 10 
Automatic Washer Company, 194 W. Third St., Newton, Iowa Mee for only "$25. ee 


*All prices F.0.B. Factory 





Automatic Washer Co., 194 W. Third St., Newton, Iowa 


Gentlemen: Send me catalog of Model 35-A Automatic 
R Washer, also information about all your other Washers 
‘semet and Ironers with price list and discounts. 





Firm Name 
us. 


St Addres 
Som «=€6©6h'' WASHERS...IRONERS ae ipsaeyeny 
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LAVITE. 


INSULATION 


We Make 
Experimental Parts 
at Small Cost 





No Delay 
No Moulds Requ.ed 


Estimates Furnished from 
Models or Drawings 





D. M. STEWARD MFG. CO. 


Established 1880 
Chattanooga, Tenn. 


Member, National Association of Lava Manufacturers 


PATENTED 
CLOTHES SEPARATOR 











Absolutely prevents all tangling and 
bunching of clothes in the Zenith washer 
and gives the hot clean suds at the top 
of the tub a chance to get at the dirt in 
the fabric. 








The Zenith Patent Overhead Agitator 
and the Zenith Patent Clothes Separator 
—to say nothing of the Zenith All- 
| Aluminum Split Wringer, three exclu- 
: sive features of the Zenith—place the 























Zenith Washer in a class by itself. A 
demonstration will furnish proof beyond 
question. 
Five zenith Models 
although these fans are priced 
Priced from $49.50 up customers - a A _ 
Write for Signal’s 1934 presentation. 
ZENITH MACHINE COMPANY SIGNAL ELECTRIC MFG. CO. 
General Offices MENOMINEE, MICHIGAN 
259 So. Ist Ave., E, Duluth, Minn. 
New York Chicago 
20 Vesey St. 1416 Merchandise Mart 
Export Sales Department 
Room 1130, 201 No. Wells Street, Chicago, Illinois, U. 8. A. 
Cable Address: Zenimaco, Chicago } 
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HANKSCRAFT EASTER SALES Pian 





The Easter Window Will Bring Customers Into Your Store 


Timely window displays attract attention and bring customers into your store. Hankscraft 
egg cookers offer a fine opportunity for an Easter electrical window. Complete display 
material for this Easter window are furnished free. Simply requisition one standard package 


of Easter window Display material from the Hankscraft Company. 





The display card shown at 
left with the baby chick 
egg cup tells the story of the 
special Easter offer to the 
The card is fin- 
ished in Easter colors and 


consumer, 


decorations and is suitable 
for both window and coun- 
ter display. These cards are 
included with the Standard 
package of display material. 


The HANKSCRAFT Company 


Until Easter (April Ist) a colorful and attrac- 
tive baby chick egg cup will be included with 
each egg cooker, and egg service set you buy. 


FEATURE THESE ITEMS 


Hankscraft Automatic Electric Egg Cooker No. 193 
in ivory and copper. List price $2.95. 

Hankscraft Egg Service Set No. 1933 in copper, crystal, 
and ivory. List price $4.95. 

Hankscraft DeLuxe Egg Cooker No. 730 in ivory and 
platinum. List price $5.50. 


Hankscraft DeLuxe Egg Service Set No. 742 in ivory 
and platinum. List price $8.50. 


MADISON, WISCONSIN 
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@ Look at it from this point of 
view. Every good product, to 
be satisfactory, has to perform 
a service for its owner. That is 
obvious. 

And when, at the same time, 
that product so reduces the 
expense of living that it pays for 
itself in from ten to twenty-four 
months . . . so increases the joy 
of living that in two days it is 
worth twice what was paid for 
it . . . then you have a product 
which is a real profit-maker for 
you. 

That is the fundamental story 
of Permutit. Consider also 
that its sales are non-seasonal, 
that service is negligible, that 
it makes washing-machines, 
dish-washers, and other house- 


ELECTRICAL 


PROFITABLE 
COMPANION 


to the products 
you now sell 


«K«K « 


NEW 
AUTOMATIC 
WATER 
SOFTENER 
SAVES EACH 
CUSTOMER 


re 


A YEAR 


hold equipment more efficient. 

The problem of hard water is 
ended for good and all . . . auto- 
matically! No more greyish 
looking home-laundered clothes; 
no more streaky glass and 
chinaware; no more wasted 
soap; no more personal discom- 
forts in bathing, shaving, sham- 
pooing! 

There is a complete mer- 
chandising program behind Per- 
mutit. Exclusive territorial 
franchises. A broad range of 
sizes. Models to fit any purse, 
any home. 

Get all the facts, free. The 
coupon below is for your con- 
venience. The Permutit Com- 
pany, 330 West 42nd Street, 
New York, N. Y. 


Domestic Sales Department 
The Permutit Co. 


330 West 42nd St. 


RUSH COUPON NOW 


New York, N. Y. Neme. 


Please rush complete water softener 
proposition. Send full information, 
without obligation on my part. 


Principal Lis-< 


Address 


EM-3-34 
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Your fellow merchants 
are your customers 
with 
Ohio Brush 
Kit No. 35 


Motors on coffee grinders, meat 
choppers, shoe repair machines and 
many other types of equipment can 
be quickly “brush serviced” from 
Ohio Kit No. 35. 

Contains 128 brushes for over 300 
different types of single phase 
motors—all popular numbers in 
every day use. 

See your jobber or waite directly to 


THE OHIO CARBON CO. 


12506 Berea Road 








Cleveland, Ohio 
























HAVE YOU SEEN WAYNE'S 
COALITOSIS CAMPAIGN 


T he Most Powerful 
Advertising and Sell- 
ing Plan Ever Offered 
to Oil Burner Dealers 


Coaurrosis is click- 
ing! Wayne dealers who 
have seen this high pow- 
ered combination of ad- - ;, 
vertising and sales strategy hail it as the 


burner field. It’s designed to help you make 


ers into action. Find out about it now. 


° WAYNE 


Fort Wayne, 






most 
unique and effective plan ever developed in the oil 
sales 
on the first and second call. It shocks your buy- 


The World’s Finest Oil Burner 


WAYNE Off 
BURNER CORP. 
701 Glasgow Ave. 


d. 
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We admit it... it 
reads like 
the impossible 


EVERTHELESS G.E. can put 
you in the clock business for only 
$23.23. G.E. will give you a complete 
assortment of six fast selling clocks— 
plus a metal merchandising display—all 
packed in one carton, for only $23.23, 
which amounts to the wholesale cost of 
the clocks only. 
Last year’s dealer package sold on 
sight and dealers everywhere were more 
than satisfied with its performance. 


ELECTRICAL 


on $2323 


ECTRIC 


CLOCKS 


esrencive 


Proof? Read these unsolicited com- 


ments: “The best assortment of clocks I’ve 
ever seen. Moves like hot cakes.’’ Writes 
another: “J sold a clock one hour after I 
put up the display.” And finally a dealer 
from Kennett Square, Pa., said: “Your 
display is clever. I have sold a complete set 


already—and have re-ordered.” 


And this year’s package—The G-E 


MERCHANDISING 


et in the clock business 
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Clock Merchandiser—is still better! 


Remember, all the clocks bear G.E.’s 
famous monogram. All are fast moving. 

And, every Merchandiser brings you 
a handsome profit on your $23.23 in- 
vestment. Not bad! Get the full details 
on this money-making display. Get all 
the facts about this real clock de- Ww 


partment. Mail the coupon today. 


GENERAL @QELECTRIC CLOCKS 





| <x 
| “ of 


—_—_— 
—_— 
— 








GUS... YE 
ware 


$232 






ONT ASK QUESTIONS. 


GENERAL ELECTRIC MERCHANDISE Dept. 
Electric Clock Sales Section T-343 
Bridgeport, Conn. 







(M MAILING 
THIS 


Send me full details on how I can get the General 
Electric Clock Merchandiser and all General Electric 
Clocks all for $23.23. 


Name 


...-Siate 
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DISPLAY 


REG. U.S. PAT. OFF. 








ELECTRICAL PERFECTION 


LEADERSHIP LINE 


FANS 





There’s a powerful sales punch in this new- 
ly styled, newly engineered LEADERSHIP 
LINE of quality merchandise that goes to 
work the moment you put K-M Fans on 
display in your store . . . Leading jobbers 
throughout the country are featuring K-M 
Fans for 1934. 


ASK YOUR JOBBER 


Ask your jobber for the powerful story of 
this Display-stand Deal. These Displays will 
SELL FOR YOU on a greater-than-aver- 
age profit basis. 


KNAPP-MONARCH CO. 


9300 Carbon Street 
BELLEVILLE, ILL., U.S.A. 


. 
Vol.51, No.3 


You'll find the 


_ BETTER 
4 APPLIANCE 
equipped with 


‘NichrFome 
and 







Driver-Harris 
(approved) Ea) 
HEATER CORD \@ie 


Complete Excellence 


DRIVER-HARRIS COMPANY 


HARRISON, New JERSEY 


(=) 

















The Fit 
Still Survive 


Did you ever compare the classified section of 
the ’phone book with the directory of the year 
before? It’s an interesting if somewhat dis- 
heartening pastime. You find every year that 
some merchants have fallen by the wayside. 
The causes are usually bad management and 
poor merchandise. 


Fortunately each trade has antidotes for busi- 
ness disaster and failure. Not the least of 
these antidotes are the business magazines of 
each trade. The editorial pages tell a mer- 
chant how to manage his business profitably— 
the advertising pages help a man buy good 
merchandise. 


Try Electrical Merchandising as a prescrip- 
tion. Use its pages as a cure for failure, as a 
stimulant to business survival. 


Electrical Merchandising 











EE 7 
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Announcing 


new 2-Speed 


CLEANER 


WITH 14 IMPROVEMENTS AND BIGGER 
MARGIN FOR SALES PROMOTION . 


The New No. 10—coming just at a time when there 
are actually millions of worn-out cleaners waiting to 
be -replaced—is the answer to the demand for a 
fast-selling cleaner. 






















Its 2-speed.motor . . . low speed for ordinary 
cleaning—high speed for unusually difficult clean- 
ing . . . and other improvements give you a 


stronger sales talk than you’ve ever had. These 
features are being nationally advertised in leading 
magazines. 


The No. 10 does a 100% cleaning job—is excep- 
tionally easy to handle and operate—has striking 
style and beauty. In appearance and features it 
compares with cleaners selling for $80.00 or more. 


Hamilton Beach discounts are always more liberal 
than the average. Now the New No. 10 allows you 
a bigger margin for sales promotion and profit than 
has ever before been offered on a cleaner of this 
quality retailing at the modest price of $57.50. 


NEW Complete Range of Models and Prices 
N°IO 50 ' With the addition of the New No. 10, the 
Hamilton Beach line includes a cleaner for 

$5750 every purpose—priced to fit every pocket- 

IT Heat a ‘ ds book. 

agg slag No. 10—2-speed Motor-driven Brush $57.50 
No. 8—Motor-driven Brush....... 34.75 

8 errr errr ere 29.50 

on aia 13.50 


Each model is outstanding in quality, per- 
formance and value. They are volume and 
profit makers. Order now for the 
spring cleaning season. 
HAMILTON BEACH MFG. CO. 
RACINE, WISCONSIN 





HAMILTON BEACH 
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Fess paper 
w the other 


In a leading industrial organization the head of a 
branch plant discovered a production “kink’’ in the 


pages of a McGraw-Hill publication, that saved 
thousands of dollars. 


# 


. 
And the “kink” came from another branch of the 
same company, scarcely 300 miles away. 


An unusual story? ... Yes! But unusual only in its 
details. You and your key men may keep well in- 
formed on the internal progress of your organiza- 
tion. But how well informed are you on the prog- 
ress of your industry as a whole? 


Do you know why one competitor can make a prod- 
uct as good as yours, yet sell it for less? Do you 
know how another competitor is turning scrap mate- 
rial into profitable specialties? Are you up on all 
the new materials, the new cost-saving machines that 
are revolutionizing your industry? Or the important 
political changes affecting all industry? 


The progressive executive is keeping up—and he 





McGRAW-HILL PUBLISHING COMPANY, Inc. 
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showed them 


half worked ! 


sees that his key men are, too. He keeps in touch 
with every new development by reading his business 
papers and by having his subordinates read theirs. 


Put Yourself and Your Company 
on a “Keep Alert” Program 


No company can rest on its oars today. Conditions are 
changing too rapidly. To keep up with the field, you have 
to keep up with this progress. Alertness is the word for it. 
And the best “Keep Alert” program for any company is: 


1. Keep up with all the latest developments in your own 
profession, business or industry by reading regularly the 
leading paper in your field of endeavor. 


2. See that your department heads read regularly publica- 
tions pertaining to their jobs, whether in management or 
operation, production or maintenance. (See list of Pub- 
lications opposite.) 


3. Ask to have a McGraw-Hill representative explain the 


various editorial features and services of the publications. 


4. Keep in touch with the McGraw-Hill Book Company for 
the latest treatises on business and technical subjects. 


ELEcTRICAL MERCHANDISING 
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N the McGraw-Hill publication list below, there’s at 
least one paper you ought to be reading—at least one 


for each of your department heads. 


Send for these—and 


for the catalog of McGraw-Hill books. You'll find here the 
stuff of which aggressive, profitable management is made. 


McGRAW-HILL 


American Machinist . . . for machin- 
ery and metal product manufacturers 
-_- . business and technical magazine 
of the metal-working industries. 


Aviation . . . covers all business and 
technical developments in private and 
industrial flying, including produc- 
tion, operating, and maintenance. 


Bus Transportation . . . for executives 
of transportation companies operating 
and maintaining buses in common 
Carrier service. 


Business Week . . . gives the busy 
executive all important and significant 
business news in one publication . . . 
quickly . . . accurately . . . tersely. 


Chemical and Metallurgical Engi- 
neering . . . for the chemical engi- 
meer . . . covers production, technol- 
ogy, marketing, finance, economics, 
and management. 


Coal Age . . . devoted to the operat- 
ing. technical and business problems 
mining and marketing coal. 


Construction Methods . . . an illus- 
trated review of current field practice 


and equipment used in all general , 


and special construction activities. 


Electrical Merchandising . . . serves 
the electrical appliance trade . . . 
electrical retailers and wholesalers . . . 
helps them become better merchants. 


Electrical West . . . serves the spe- 
cific interests both of engineering and 
of selling in the electrical industry of 
the eleven Western States. 


Electrical World . . . for electrical 
engineers . . . weekly business and 
technical coverage of electrical indus- 
try activities, including all phases of 
generation, distribution, and utiliza- 
tion of electricity. 


v 


PUBLICATIONS 


Electronics . . . industrial desi 
engineering and manufacture of radio, 
sound, and communication equip- 
ment. Features new applications of 
electronic tubes. 


Engineering and Mining Journal .. . 
complete and authoritative technical 
and market publication of mining, 
milling, smelting and metal refining 
industries. 


Engineering News-Record . . . lead- 
ing weekly a < civil engi- 
neering and construction, covering 
news and technical performance. 


Management and Mainte- 
nance . . . all phases of plant opera- 
tion . . . Management, production 
and services including maintenance of 
electrical and mechanical equipment. 


Food Industries . . . production, ope- 
ration, engineering, and distribution 
in food manufacturing and processing 
plants of all kinds. 


Power . . . every phase in the pro- 
duction and transmission of power in 
any form, including all prime movers, 
and auxiliary equipment. 


Product Engineering . . . for i- 
neers and executives who create, de- 
sign, and develop machinery 
““engineered’’ metal products. 


Radio Retailing . . . home entertain- 
ment merchandising . . . for retailers 
and wholesalers of radios and allied 
products, and their service men. 


Textile World . . . business and tech- 
nical, edited erally for the textile 
industries, an specifically for cotton, 
wool, silk, rayon, knit goods, and 


processing. 


Transit Journal . . . engineering and 

siness magazine of local cranspor- 

tation, electric cars, rapid transit, 
» trolley buses, and taxicabs. 


Mail the Coupon Today! 





(] Catalog of McGraw-Hill Books 





New York - Boston - Philadelphia - Washington - Greenville : Cleveland 
Detroit - Chicago - St. Louis - San Francisco - Montreal - London 





McGRAW-HILL PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York, N. Y. 


Please enter my subscription to the following publications and bill me with the first 


or please send me, without obligation, the material checked below. 
(CD Sample copies of the following publications 


( Descriptive folder of all McGraw-Hill Publications 


TITLE, 000 ccceccccceccccccccccccccce-ccccceescvesceces cess cesses ceessocsesoooce 





LS AO OREM 
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— building, testing 
and repairing all kinds 
of radio receivers! 


The three volumes of this Library 
cover the entire field of building, 
repairing and “trouble-shooting” on 
modern radio receivers. The Li- 
brary is up-to-the-minute in every 
respect and is based on the very 
latest developments in the design 
and manufacture of equipment. The 
rapidly-growing interest in short- 
wave and television reception is 


thoroughly covered in a complete section which deals with the 
construction of this type of apparatus. 


RADIO 
CONSTRUCTION 
LIBRARY 


INCLUDING SHORT-WAVE AND TELEVISION 
RECEIVERS AND AUTO RADIO 


By JAMES A. MOYER and JOHN F. WOSTREL 
Faculty, University Extension, Massachusetts Department of Education 


Three Volumes—1177 Pages, 6x9, 605 Illustrations 
VOLUME I: presents the fundamental principles of radio so 








clearly and simply that anyone of average training will be able | 
It gives actual working 


to read, understand and apply them. 
drawings and lists of materials for the construction of many typi- 
cal sets. 

VOLUME II: Newly revised edition, fully discusses all of the 
elementary principles of radio construction and repair. An ex- 


planation of the necessary steps for “trouble-shooting,” repairing, | 


servicing and constructing radio sets successfully. Practical data 
is also given on auto radio, midget sets, radio-noise meters, auto- 
matic volume, tone and static control, etc. This volume includes 
complete instructions for the construction and operation of short- 
wave and television receivers. 

VOLUME III: covers the essential principles underlying the 
operation of vacuum tubes in as non-technical a manner as is con- 
sistent with accuracy. It discusses the construction, action, reac- 
tivation, testing and use of vacuum tubes; and an interesting 
section is devoted to remote control of industrial processes; and 
precision measurements. 


EXAMINE these books for 10 days FREE 


This Library is not only a thorough home-study course, but a handy 
means of reference for the more experienced radio experimenter, repair 
To these men, as well as to those who desire 
to advance in the radio profession, this offer of a 10 days’ Free Examina- 
tion is made 


Simply clip, fill in, and mail this coupon 


man, and radio shop-owner. 





FREE EXAMINATION COUPON 


McGRAW-HILL BOOK COMPANY, INC., 





3230 W. 42nd St.,. New York 

Gentlemen :—Send me the new RADIO CONSTRUCTION LIBRARY. 
all charges prepaid, for 10 days’ Free Examination If satisfactory 
I will send $1.50 in 10 days, and $2.00 a month until $7.50 has 
been paid. If not wanted I will return the books 

Name 


Home Address 


City and State 





Position 





Name of Company ar ae - .. -EM-3-34 
(WRITE PLAINLY AND FILL IN ALL LINES) 
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Addressed to 


Manufacturers: 























Let’s not beat about the bush— 



















this is an ad for advertising. 






Maybe last year was an awful 





year. But business will be good 





in 


1934— this year. Somebody 








will get more appliance busi- 







ness. Advertising, which helps 






sales, is on the increase. 





So we 






Say “Get on the bandwagon.” 








Three months of 1934 are gone, 










but you can start advertising in 





the April issue of Electrical 








Merchandising. 














A McGraw-Hill publication 
330 West 42nd Street 











New York, N. Y. 
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PROGRESSIVE 
DEALERS are offered an opportunity to par- 


ticipate in a merchandising plan that scientifically applies the methods 
of department and chain store operation to the circumstances and 
pocketbook of the independent dealer. 

The advantages are extended to only one dealer in each com- 
munity. Many have already subscribed for an exclusive franchise. 

If your town is still open you are offered an unusual opportunity 
to increase profits in 1934 and thereafter. 


Write to 


ELECTRICAL PURCHASING SYNDICATE 





| » 240 WEST 23RD STREET 


NEW YORK CITY, N. Y. 4 























SerVall Quality acknowledged by dealers everywhere. 





SERVALL COMPANY, 4409 Seyburn Ave., Detroit, Michigan 








WILLMAN ELECTRIC 


SUPERIOR—QUALITY—WORKMANSHIP 
Armatures a Specialty 
Vac. Arm., $1.45 10% rm on order 
Hoover, 1.55 of 6 or more. 
Drill and Motor Prices on Request. 
Also Vac. Repair Parts. 
A Trial Order Will Satisfy. 
2554 





QUALITY REPLACEMENT PARTS 
NO RECLAIMED MERCHANDISE 


Write for Our Complete Catalogue 


REPAIR PARTS & REPLACEMENT CO. 
1214-18 Ne. Wells St., Chieago, Ill. 








MAKE REAL MONEY 
on Washing Machine Parts 
NEW 64-page re 
Yours for the Asking ! 

A Reference Book You Can Make Use 
of Every Day — Showing Customers 

600 Parts—Pictures. 
Write or Wire Us ... NOW! 
SCULLY-JONES & COMPANY 


1907 8S. Rockwell St., CHICAGO, ILL. 


DISTRIBUTORS WANTED 


CAMERON VACUUM 
CLEANER BAGS 


Attractive proposition will be offered to companies 
now in vacuum cleaner sales and service work, to 
represent on an exclusive basis the latest departure 
in vacuum cleaner bags. Many new and outstanding 
features—cannot es machine — 
Lr not empty. 
Several exclusive Ly open for Mb distrib- 
utors. In replying, to save time and co 

give complete details of organization, territory cov- 
ered, machines ed, trade called on and if you 
sell — office ——e institutions, clubs, 
house house, department stores and dealers. 
Must = financially able + carry stock and do a 
good job. Apply at once to 


Cameron Vacuum Cleaner Bag Co. 
218 W. Kinzie St., CHICAGO, ILL. 








DISTRIBUTOR AVAILABLE 





will Lag Ey dng = 

On sales agency tributor > ~" 
men contacting p. Central New Yor 
Northern Pennsylvania. Arrangements cn Bb 
made to warehouse stock, and ship, if eB 
Lines to be considered must have i turn- 
over in dealers tock. -514, ectrical 
Merchandising, 330 West 42d St., New York City. 





DISTRIBUTOR WANTED 





To Sell Ezy-Drain t 

The simplest washing machine drain made. 
Really practical; low price; nothing to get out 
of order—drains right into tray trap. Wash- 
ing machine dealers find it profitable and a 
real sales booster. Want distributors in all 
territories. State ag covered. DW-518, 
Electrical ~~ ce, 83 Mission St.. San 
Francisco, Calif. 





REPRESENTATIVE AVAILABLE 





Manufacturers 
Are you interested in having aggressive repre- 
sentation in New England? Communicate with 
RA-515, Electrical Merchandising, 330 West 42d 
St.. New York City. 





SALESMAN WANTED 





Salesmen to Represent 

large Mfgr. household Appl. such as toasters, 
irons, etc. Full time men only as our line is 
complete enough to make good income. Must 
oe a and have following. Deposit 
req. on samples, returnable, otherwise 
i reply. Give references and territory wanted. 

o180 ard Street, Chicago. 





Vacuum Cleaner Armatures 


Rewound Exchange Price $1.25 


All types of small Armatures rewound at 
reasonable prices. 


Finest Workmanship. Prompt Service. 
Send for Vacuum Cleaner Parte Catalog 


NATIONAL ARMATURE EXCHANGE 
21 East i4th St., New York City 


WANTED 
WRINGER ROLL 
DISTRIBUTOR 


Nationally Known Product 


DW-520, Electrical Merchandising 
520 No. Michigan Ave., Chicago, Ill. 


CHICAGO REPRESENTATIVE 
Wanted for line of small electrical liances. 
Line recognized as one of the rs and 
showed —. increase in — Plans for 1934 


tra "Commission basis. Other territories 
west of Chicago open, including South. 

RW-516, Electrical Merchandising 

330 West 424 St., New York City 








8333-35 12th St. Detroit, Mich. 


ARMATURE REWINDING 
All Vac. 125 each Lote 61.15. Lots 12 1.10. 
ay ng price on Washer, Refrigerators 
Brushes rebristied, each 25c. 
Parte for all Vacuum Cleaners. 
RELIABLE SUPPLY CO. 


TRAINED MEN AVAILABLE 


When in need of practical, trained shop mechanics, 
installation or service men, patronize this raEe 
Placement We have com 

« available in every locality, to Ky. a 
requirements. With or without experience. No charge 
to the men or to you. Write, phone or wire. 


on 
Wells at Kinzie Street, Chicago 


SALES AGENTS WANTED 


for old established line of high grade frac- 
tional and integral H.P. motors, generators 
gear —— motors, rotary converters. 
blow Some choice territories still avail- 
~~ “age Write, advising lines now handled 
and territory covered. 


AW-519, Electrical Merchandising 
520 No. Michigan Ave., Chicago, 11. 








New “SEARCHLIGHT” Advertisements 


must be received by the 26th of the month 
to wr ip the issue out the following 
month. 


Address copy to the 
Departmental Advertising Staff 
Electrical 





Merchandising 
330 West 42d St.. New York City. 








SALES ACCOUNTS WANTED, NEW YORK TERRITORY 


New kind metropolitan sales distribution. 17,000 
square feet warehouse facilities. Excellent con- 
tacts jobbers, department stores, chain % 1 
for your account, commission basis. If attractive, 
will purchase —- Handle your New York 

Extraordinary opportunity 
for you. Openings for selected lines. 
GOULD ENTERPRISES CORPORATION 

20 West 2ist Street, New York. 





MANUFACTURERS REPRESENTATIVE 
Former southwestern sales manager with nationally 
prominent appliance manufacturer, 14 years—Mis- 
souri, Kansas, Iowa, ae eye Oklahoma and Texas. 
Very and deal 
ers, wishes to represent elther one manufacturer or 
a few non-competitive —, win same or part of 
above territory. full details 


upon ~~ 
1 Merchandising 














RA-51 
520 No. “ten gan ge hn Chicago, ni. 














apres ioe 























108 


ELECTRICAL 





“Why, Evelyn! How nervous and excited you are! 
Something's happened to you.”” 


*‘Jane, my refrigerator is out of order—and it had 
to happen today when the Club meets at my house.” 


“That's too bad, Evelyn. What can I do to help 


you?”’ 


“Can you let me have some ice cubes, Jane? I 
just hate to make myself a nuisance again. The 
service man is in the kitchen now.”’ 


*‘What seems to be the trouble?”’ 
“Oh, it’s the motor, so the service man says - 


And so on! just another example of what motor 


trouble means. A dissatisfied 


her troubles. 


customer broadcasting 


There is a sure cure for troublesome motors. Re- 
place them with Wagner motors. 

Whether it is a refrigerator, or an oil-burner, or a 
stoker—whatever the appliance involved, there’s a 
Wagner motor ideally suited to operate it to your 


customers’ satisfaction. 


Wagner 


6400 Plymouth Ave. 
St. Louis, U.S. A. 


MOTORS 


TRANSFORMERS 


8534-1A 


Electri 
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ALPHABETICAL INDEX TO ADVERTISERS 





This index is published as a convenience to the reader. 
Every care is taken to make it accurate, but Electrical Merchandising 
assumes no responsibility for errors or omissions. 
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ing. They 


OFFICES 





you a compl 
Universal fans in sizes fom 61/2” 
te 16”, straight and ose 


fans are priced to conform with 


beyi are decidedly fans your 
customers will appreciate. 


Write for Signal’s 1934 presentation. 


SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN 


PRINCIPAL 





ete line of high quality 


Nator types. There's a 
al line, 


CITIES 
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Most motors are quiet when they leave the factory 
... but how about the second and third year of oper- 
ation? The normal quietness of Delco motors, due to 
proper balance and precision manufacture, is well 
known; and now, with the special vulcanized rubber 
cradle mounting, this quietness becomes even more 
appreciated. The rubber is vulcanized both to the 
motor ring and to the supports, allowing full rotative 


flexibility, yet curbing any tendency of the shaft to 
twist out of line. So successfully does this new Delco 
mounting isolate vibration and hum from the base 
that the quietness of Delco motors is rapidly becom- 
ing a by-word in the electrical manufacturing indus- 
try. It is a simple matter to engineer a Delco motor 
into a good product... and the result is highly grati- 
fying to manufacturer, dealer and ultimate owner. 





You expect great things of Norge. 
Its success has been continuous 
and spectacular. Norge dealers 
have piled up new sales records 
and won steadily increasing profits, year after year and 
month after month; they would never be satisfied with 
half-way measures. © The new Norge will meet your 
fullest expectations. It offers many advantages that 
herald new and greater Norge triumphs, that promise 
still greater profits for Norge dealers. © New depend- 
ability and durability have been built into the new 
Norge. The Rollator, exclusive Norge cooling mechan- 
ism—the great outstanding advantage in refrigeration 


—has been refined, putting it still further in advance. 








Mee tr 


Long ago, Norge set the pace in 
refrigerator design, and the ad- 
vanced, classic beauty of the Norge 
is more appealing than ever in the 
new models. To this beauty is added, in leading 
models, such conveniences as adjustable shelves, handy 
egg basket, butter and cheese rack, frozen-dessert tray, 
Hydrovoir for freshening fruit and vegetables, ice trays 
that always slide out easily, an interior automatically 
lighted as the door is opened, and an improved door 
latch that opens at a touch. @ The practical, efficient 
type of cooperation given Norge dealers is evidenced 
in the Norge franchise—in Norge dealer success. @ See 


the new Norge before you sign. Write, wire or phone: 


NORGE CORPORATION; DIVISION OF BORG-WARNER CORPORATION, 606-670 EAST WOODBRIDGE STREET, DETROIT, MICHIGAN 


Norge Rollator Refrigeration . Electric Washers 


THE ROLLATOR @ Smooth 


nstead of the ried back-and 


tthe tor 
@ Es | 


Broilator Stoves . Aerolator Air Conditioners 





CRo VE Tor CRefrigeralion 





